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Representatives of the Williams Oil-O-Matic Heating Corp. and auxiliary product manufacturers about to 
board the Union Pacific streamliner “City of Portland” for the western Oil-O-Matic conventions. Members of 
the group are, from left to right: Ed. N. Moore, vice president and sales director, Bell & Gossett Co., Chicago; 


J. A. Wallace, sales representative, Taco Water Heater Co., 


New York City; D. M. Frank, Oil-O-Matic 


advertising manager; Nelson B. Delavan, vice president and sales director, Penn Electric Switch Co., Des 
Moines, Iowa; Lyle Straight, Oil-O-Matic credit manager; E. A. Kenney, Orr & Sembower, Inc., Reading, Pa.; 


Earl Nesmith, Oil-O-Matic sales engineer; J. A. McDonnell, 


vice president, 


McDonnell-Miller Co., Chicago; 


Norman Jones, Orr & Sembower, Inc., Reading, Pa.; William R. Rich, sales representative, American Radiator 
Co.; R. D. Marshall, personal representative of President C. U. Williams, in charge of convention meetings; 
Arthur E. Steinberg, Chicago retail salesman for Oil-O-Matic; M. F. Williamson, secretary, Roache, Williams & 


Cunnyngham advertising agency, Chicago; W. A. Matheson, 


Oil-O-Matic Chicago branch manager. 


General Electric Executives Consider Sales 


Of All Campaign Products 


SCHENECTADY — With “Formula 
for Progress” their theme, 400 leading 
General Electric Co. executives, meet- 
ing in “Camp General” here July 15 
to 17, discussed the various phases of 
the company’s activities, and evaluated 
the possibilities ahead of the electri- 
cal industry as a whole. 

Largest in the history of the meet- 
ing, the conference attracted G-E 
representatives from Australia, Ar- 
gentina, Brazil, Germany, Mexico, 
Puerto Rico, as well as from all 
sections of this country. 

First of the three business sessions, 


all of which were held in the morn- - 


ing, included an “open” meeting of 
the advisory committee presided over 
by President Gerard Swope, and 
discussions on the work of the com- 
pany’s apparatus division. 

The second day’s session was given 
over to household appliances, and 
included a presentation of the new 
fall lines of G-E metal tube radio 
receivers, together with the advertis- 
ing and sales promotional campaign 
behind them. On the third day, the 
conference considered research activi- 
ties and associated companies. 

Afternoons were left open _ for 
informal conferences and a _ sports 
program. 

Dramatization of the “Formula for 
Progress” theme made use of motion 
pictures, oral presentations, and spe- 
cial charts with synchronized sound 
and lighting effects. It illustrated 
how increased efficiency has _ con- 
tributed to American progress and 
has brought higher standards of 
living in the past, and sketched the 
possibilities which lie in the future 
by making more things available for 
more people at less cost. 

The problems of communities and 
nations today, it was pointed out, is 
not how to limit production, but how 
to increase production efficiently and 
economically, so that all may have 
more. 

Illustrative of this point, statistics 
were given to show how increased 
efficiency in generating, distributing, 
and utilizing electricity has reduced 
its cost, making it possible for the 
nation’s industries, which use 80 per 
cent of the power produced, to lower 
their costs, and make more products 
available for more people at less 
money. 

As an example, it was shown that 
if today’s annual 57 billion kilowatt- 
hours of fuel-generated_ electricity 
were produced at 1890 efficiency, it 
would require 280 million tons of coal 
a year, instead of the 41 million tons 
now used, cost of which would make 
prohibitive many of the important 
uses to which electric power is now 
applied. 

Fuel saving made possible by in- 
creased efficiency, however, has a 
dollar value of $2,500,000 a day—and 
because these savings permit in- 
creased use of electricity, electrical 


output from fuel has increased so 
greatly that the central station indus- 
try uses about 36 times as much coal 
as it did in 1890. 

Progress in distribution, the pres- 
entation showed, has followed the 
general formula—brought about by 
efficiency in design and manufacture. 
More than three-quarters of the 1890 
losses in distribution transformers 
have been eliminated, saving 15 mil- 
lion dollars yearly—and cost of the 
transformers themselves has. been 
reduced from $15 to $7 a kilovolt 
ampere. 

Taking up increased efficiency in 
utilization, the presentation high- 
lighted some of General Electric’s 
major apparatus contributions to 
industry and commerce, which have 
helped to bring about America’s 
present standard of living. 


R. H. Macy Executives 
Visit Nela Park 


CLEVELAND—Recent visitors to 
General Electric Institute, Nela Park 
here, for a conference with specialty 
appliance department officials were 
four executives of R. H. Macy Co., 
New York department store. 

The Macy group included Joseph 
Kasper, executive vice president; 
Edwin I. Marks, vice president; Paul 
M. Hollister, publicity director; E. V. 
Walter, assistant to Mr. Kasper. 


15 Sales Made in One Day 
From Remodeled Coach 
By Alabama Dealer 


BIRMINGHAM, Ala.—Latest use of 
the bring-the-mountain-to-Mahomet 
idea is that made by McKelvey-Coats 
Furniture Co., new Kelvinator dealer 
here, who parades refrigerators 
around the city in a remodeled coach. 

Fifteen sales were made in this 
coach in one day. Carrying their 
product through the streets of Birm- 
ingham, plus additional promotional 
aids, has enabled this dealer to make 
150 sales in two months. 

McDavid & Co., local Kelvinator 
distributor who supplied McKelvey- 
Coats with the remodeled truck, is 
producing a new $1,509 coach for 
other dealers to use in selling. 


Italian Realty Firm Made 
Stewart- Warner Dealer 


BROOKLYN—De Feo Realty Co., 
located at 314 Ave. U, in the center 
of Brooklyn’s Italian district, has 
been appointed + dealer for Stewart- 
Warner electric refrigerators by 
Henry M. Klotz, Stewart-Warner field 
representative in this territory. 


11 Sales Result from 
Refrigerator Display 
In Grocery Store 


WASHINGTON, D. C.—By placing 
a display of refrigerators in a large 
chain grocery store at Silver Spring, 
Md., and offering $5 worth of groceries 
to purchasers of refrigerators, the 
Okay Radio Co. of this city sold 11 
Kelvinator models in three weeks, 
and built up a sizeable prospect list. 

One of the display models was filled 
with fresh vegetables and perishable 
foods. A local resident, familiar with 
most of the patrons of the store, used 
this for demonstrating and selling. 

To advertise the plan, handbills 
were distributed through the com- 
munity, and a small advertisement 
was placed in the local newspaper. 
A Kelvinator model centered the 
advertisement. Meat, vegetable, and 
grocery specials featured by the chain 
store, were arranged around the sides. 

The demonstrator-salesman stayed 
at the store each day. He told custo- 
mers, waiting for change, or for their 
orders to be completed, of the savings 
made possible by purchasing food in 
larger quantities when an electric 
refrigerator was used. 

J. J. Finnegan, manager of the 
Okay Radio Co., said of the plan: 

“We base the success of the experi- 
ment on the amount of traffic in the 
chain store. That is the thing that 
Sells refrigerators—the maximum 
number of contacts. 

“The manager of the store was 
satisfied because he sold $5 worth of 
groceries and got free advertising. 
We gave purchasers an order. At the 
end of the week we sent the store 
manager a check to cover the amount 
of all the purchase orders he held.” 


Brown Passes Up Shave to 
Track Down Prospect 


WASHINGTON, D. C.—J. T. Brown, 
salesman for the District Hardware 
Co., Westinghouse dealer, here, lost a 
shave and gained a sale the other 
day, because his prospect-getting in- 
stinct picked up a good clue to a 
sale while he sat in a barber shop 
waiting for his turn. 

While reading a newspaper, he 
heard another patron in the shop 
talking about electric refrigeration. 
From the man’s conversation, Mr. 
Brown gathered that he was a restau- 
rant proprietor who wished to equip 
his business with electric refrigera- 
tion. 

When the restaurateur left, Mr. 
Brown left also, without waiting for 
the shave. Following his prospect to 
his place of business, Mr. Brown then 
walked around the block and back 
into the restaurant. He talked West- 
inghouse refrigeration to the proprie- 
tor, who arranged for a_ call-back 
meeting, and later purchased an 
AP-200 model. 


Ice Manufacturers Furnish Complete 
Refrigeration Service—Ice and Box— 
On 3-Year Contract Basis 


ST. PETERSBURG, Fla.—Model 
plans for the furnishing of a “com- 
plete refrigeration service, including 
an all-porcelain refrigerator and the 
ice” by ice manufacturers, have been 
published in bulletin form by the 
Florida Ice Manufacturers Associa- 
tion and sent to ice plants throughout 
the state. 

The table below which presents the 
four proposed plans in detail is being 
published in ELectric REFRIGERATION 
NEws because it presents information 
on a competitive type of refrigeration, 
which electric refrigeration salesmen 
should have in their possession. 

It will be noted that under three 
of the plans the term of the contract 
is three years, and in the fourth, five 
years, after which period, if the user 
has fulfilled all provisions of the 
contract, the title to the ice box 
passes to him. 

Plan “A” contemplates a box with 
a capacity of 50 lbs. of ice and a 
food storage capacity of 4 to 5 cu. ft. 
From the standard payment by 
months the average cost per day is 
figured at 15 cents, per month at 
$4.56, and for the year, $54.75. 

For larger boxes the cost increases 
in proportion, as can be seen in the 
table, except when the term of the 
contract is extended to five years. 


In the “model contract” which is a 
part of the plan the ice company 
agrees to “re-ice said refrigerator to 
its capacity as required not to exceed 
one service per day, by regular route 
service, for the exclusive use of the 
consumer and family, not to exceed 
the maximum quantities set forth (by 
months: see table) as necessary for 
proper refrigeration.” 

If the consumer uses less than the 
maximum allowed for any one month, 
the difference is transferable to the 
following month or months within 
the year. 

If more ice is furnished than is 
specified in the table, the consumer 
agrees to pay therefore at the current 
price for house deliveries, the model 
contract sets forth. 

The user can buy the refrigerator 
at any time before the expiration of 
the contract, at its list price less an 
annual depreciation. 

In case the user fails to meet a 
payment within 30 days after it’s due, 
the company can terminate the agrce- 
ment and take possession of the 
refrigerator, it is provided in the 
model contract, with the consumer 
agreeing to pay the cost of repos- 
sessing and removing the same, in 
addition to monthly payments then 
due for service. 


Cost of Ice Refrigeration Service 


Pour Plans—A, B, C, and D—For Complete Refrigeration Agreements, Including 
An All Porcelain Refrigerator and the Ice 


Plan —A—. — B—— a ens — 
Period 3 Years 3 Years 3 Years af 5 Years 
a pn 

efrigerator (lbs.) 50 lbs. 75 lbs, 
Food Storage (cu. ft.) 4—5 56 we 8 3. 
Per Annum 8,000 lbs. 9,500 lbs. 12,000 Ibs 12,000 Ibs. 
Months Pounds Money Pounds Money Pounds Money Pounds Money 
January 400 $3.00 500 $3.00 600 $4.00 600 $3.50 
February 400 3.00 500 3.00 600 4.00 600 3.50 
March 500 3.00 700 3.50 800 5.50 800 3.50 
April 600 4.50 800 5.00 900 6.00 900 5.50 
May 700 4.50 900 5.00 1100 6.50 1000 5.50 
June 900 6.00 1000 6.85 1400 8.00 1400 7.50 
July 1000 6.25 1100 6.85 1400 8.00 1400 7.50 
August 1000 6.25 1100 6.85 1400 8.00 1400 7.50 
September 900 6.25 1100 6.85 1400 8.00 1400 7.50 
October 700 4.50 800 5.00 1000 7.00 1000 5.50 
November 500 4.50 500 4.50 800 5.00 800 5.50 
December 400 3.00 500 3.00 600 4.00 700 3.50 
Total Per Year 8000 54.75 9500 59.40 12000 74.00 12000 66.00 
Contract Period 24000 164.25 28500 178.20 36000 222.00 60000 330.00 
Actual Value to Consumer 
Ice value at 55¢ per cwt. 132.00 156.75 198.00 330.00 
Refrigerator value 50.00 92.00 100.00 100.00 
Total Value 182.00 248.75 298.00 430 .00 
Cost to Consumer 
Average per day 15 16% -20 -18 
Average per month 4.56 4.95 6.17 5.50 
Total per year 54,75 59.40 74.00 66.00 
Total Per Contract 164.25 178.20 222 .00 330.00 
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‘Accidental’ Is 
Inquest Verdict 
In Chicago Blast 


Testimony Shows That 
Unit & Freon Were 
Not at Fault 


By George F. Taubeneck 


CHICAGO, Aug. 6—(Special Wire 
to - Evectric REFRIGERATION NEWws)— 
“Accidental” was the verdict of the 
coroner’s jury today at the conclusion 
of the inquest into the deaths of 
Elmer Smith and Neil Brown after 
an explosion July 13 in the basement 
of the Mayfair Grill, here. Deputy 
Coroner Daniel L. Motherway pre- 
sided at the inquest, which was held 
in the Cook County morgue, and 
which was attended by a number of 
representatives of the refrigeration 
industry. 

It was definitely established at the 
inquest that the cause of the explo- 
sion was oxygen uniting with oil in 
the crankcase of the compressor 
which was part of the air-condition- 
ing system being tested at the time 
of the accident. 

Steamfitter Charles Foster, who 
was one of the workmen burned by 
the explosion, and who was the fore- 
man in charge of the installation, 
testified that a tank of oxygen was 
present in the room _ before the 
explosion, and that it was hooked up 
to the refrigeration system. 

Mr. Foster stated that he was up- 
stairs when other workmen discov- 
ered a leak in a copper elbow, which 
had not been soldered tightly enough 
at the joint. He was called down 
to change the elbow, which he did. 

Waiting a few moments for the job 


(Concluded on Page 8, Column 1) 


13,792 Sales Made in 
Northern Calif. 
During 5 Mos. 


SAN FRANCISCO—Sales of house- 
hold electric refrigerators by retailers 
to users in the first five months of 
this year in the territory served by 
the Pacific Gas & Electric Co. here, 
totaled 13,792 units as compared with 
11,323 units for the same period in 
1934, an increase of 22 per cent, 
reports H. M. Crawford, the utility’s 
sales manager. 

During the campaign conducted by 
the Electric Appliance Society in May 
of this year, 5,227 domestic units were 
sold as against 3,513 for the corres- 
ponding month last year, a 50 per 
cent increase. Retail merchandise 
dollar sales volume, based on an 
average retail unit price of $174, 
totaled $2,399,808 for the dealers in 
the Pacific Gas & Electric Co. terri- 
tory. 

‘The Pacific Gas & Electric Co. does 
not sell electric refrigerators directly 
but cooperates with the Electric Ap- 
pliance Society in promotional work. 
It has devoted floors and windows of 
its 86 district offices to cooperative 
refrigeration expositions. At 55 of 
these offices hostesses have staged 
refrigerator demonstrations for inter- 
ested prospects. 

The utility recently began a direct 
selling campaign on room-cooling 
and air-conditioning equipment. The 
plan is designed to sell the profes- 
siomal offices, specialty shops, and 
better class homes with the idea of 
laying the ground work for a more 
extensive selling plan later. The 
equipment to be sold will be a 
portable type unit, requiring a mini- 
mum amount of installation work. 


Gimbel, Abraham & Straus 
Add Conservador Line 


NEW YORK CITY—Gimbel Bros. 
and Abraham & Straus, well-known 
department stores here, are now 
carrying the Fairbanks-Morse electric 
refrigerator line, reports H. A. Glasser, 
manager of the refrigeration division, 
Bruno-New York, Inc., F-M distribu- 
tor. 

Both department stores are back- 
ing the line with extensive advertis- 
ing campaigns in metropolitan papers 
here, says Mr. Glasser. 


Low Terms, Home Trial & Cooperative 


- Promotion Mark Special August 
Sales Drive in Sheboygan, Wis. 


SHEBOYGAN, Wis.—A_ vigorous 
campaign to increase the use of 
electric refrigeration in the Sheboy- 
gan market is being conducted dur- 
ing August by the newly organized 
Sheboygan Electrical Refrigeration 
Bureau. 

Offer of a standard discount in the 
form of “merchandise certificates,” 
special time-payment terms, and a 
home-demonstration plan are some of 
the campaign’s features. 

Backing the campaign, which will 
entail the spending of more than 
$2,000 in advertising, promotion, and 
salesmen’s prizes, are Milwaukee 
distributors, Sheboygan dealers, and 
Wisconsin Power & Light Co., the 
utility. 

Frank W. Greusel, president of the 
Wisconsin Radio, Refrigeration, and 
Appliance Association, is general 
chairman of the drive. 

With him, on the executive commit- 
tee, are George Resch, Sheboygan 
Appliance Co. secretary; W. J. 
Prague, Prague-Guessenhainer Hard- 
ware Co.; G. W. Fedler, Richmeier- 
Fedler Electric Co.; Robert W. Timm, 
Sheboygan Press; and L. L. Perry, 
Wisconsin Power & Light Co. 

The general promotion committee 
is headed by Gordon Fairfield, Morley- 
Murphy Co., Milwaukee. Other mem- 
bers are R. A. Smith, Frigidaire 
Corp., Oshkosh, Wis.; H. J. Knott, 
Lappin Electric Co., Milwaukee; M. 
D. Weinberg, Maurer-Greusel Co., 
Milwaukee; N. E. Harvey, Westing- 
house Electric Supply Co., Milwaukee; 
and E. C. Zabors, E. H. Schaefer 
Corp., Milwaukee. 

On the newspaper promotion com- 
mittee are Sid Cobabe, Klau-Van 
Pieterson-Dunlap, Inc., Milwaukee; 
Robert F. Timm, Sheboygan Press; 
and E. H. Schaefer, E. H. Schaefer 
Corp., Milwaukee. 

In addition to incrasing the use of 
electric refrigeration in Sheboygan, 
the campaign is designed as a method 
of testing the methods of “cracking” 
the refrigeration market in Wisconsin 
generally. Sheboygan was considered 
especially suited to a campaign of 
this type, since the city’s refrigeration 
saturation is only 13.3 per cent. 

All of the advertising and promo- 
tional material to be used in the 
drive is designed to sell the need for 
electric refrigeration. A shield show- 
ing a child and inscribed with the 
slogan, “Protect Your Family’s Health 
With an Electric Refrigerator,” has 
been devised and will be used as the 
theme of the campaign. Terms as 
low as 10 cents per day are also being 
used to promote sales. 


Salesmen and dealers are also being 
urged to tell prospects of the actual 
saving in money which an electric 
refrigerator makes possible through 
quantity buying, elimination of waste, 
and buying on bargain days; the 
convenience of an electric refriger- 
ator, and its year-’round utility in the 
household. 


As a spur to sales in the early part 
of the campaign, dealers are offering 
3,000 selected homeowners a discount 
of $10 on any refrigerator bought 
between Aug. 1 and 10. Delivered by 
Western Union messenger service, 
this $10 merchandise certificate is 
good at any of the dealers’ stores, 


The 3,000 “picked” prospects are 
from the files of the Wisconsin Power 
& Light Co., and represent customers 
in Sheboygan who use more than 
30 kwh. of electricity per month, and 
who do not own electric refrigerators. 


Extra copies of the merchandise 
certificate, however, will be supplied 
to salesmen, for. distribution to 
those of their prospects who wish to 
take advantage of the special offer. 


Second method of obtaining pros- 
pects is a gift plan for users. Sales- 
men are being furnished with a list 
of owners, and will contact them, 
offering a cash or merchandise award 
for furnishing the names of prospects 
who buy within the period of the 
contest. 


The Sheboygan Press and Wiscon- 
sin Power & Light Co., are cooperat- 
ing with the dealers in the campaign, 
the former with a cold cooking school, 
and the latter through special rate 
reductions for increased use of elec- 
tric current. 

The newspaper’s cooking school, 
first of its kind ever held in Sheboy- 
gan, will be conducted om the eve- 
nings of Aug. 13, 14, and 15 in Eagles’ 
Hall. New recipes and suggestions 
for serving frozen desserts will be 
given. Dealers will conduct displays 
at the school, and entertainment and 
door prizes will be used to attract 
owners and prospects. 

Wisconsin Power & Light is offer- 
ing rates which will permit custo- 
mers to make use of additional elec- 
tricity at greatly reduced rates. The 
utility’s plan offers to customers who 
used 30 kwh. or more in August last 
year all additional current at a rate 
of 3 cents per hour. To those using 
less than that amount, the same low 
rates are available, if their bill ex- 
ceeds 30 kwh. 

To “cash in” on the low-income 
market, a special campaign is being 


(Concluded on Page 2, Column 1) 


Warren to Distribute 
Norge in New York 


NEW YORK CITY—The Warren 
Norge Co., Inc., a new organization, 
has taken over the distribution of 
the whole line of Norge products in 
metropolitan New York territory, 
replacing Norge Corp. of New York, 
distributor here prior to this time. 


Executive and sales offices of the 
organization will be located at 331 
Madison Ave., with general offices 
and warehouse continued in their 
present location in Long Island City. 


Charles B. Warren, formerly presi- 
dent of the Warren Nash Motor Co., 
heads the new company. Frank 
Hughes, vice president of Norge 
Corp. of New York, will hold the 
same position with the new organiza- 
tion, and W. J. Connally, former 
Warren Nash Motor Co. treasurer, 
will be secretary-treasurer. 

Directors of the organization in- 
clude, besides Mr. Warren, L. R. 
Crandall, president of George A. 
Fuller Co.; C. J. Reid of C. J. Reid & 
Co., insurance brokers; George W. 
Naumburg, a former member of 
Naumburg & Son, private bankers; 
and M. J. O’Harra, a vice president 
of Norge Corp. 

Norge Corp. of New York passes 
out of existence with the organiza- 
tion of the new concern. Virtually 
the entire staff of the company has 
been taken over by the Warren 
Norge Co. 

A. D. McCaughna, general manager 
of Norge Corp. of New York, has 
(Concluded on Page 8, Column 5) 


Hartline New Frigidaire 


District Representative 


BIRMINGHAM, Ala.—J. C. Hartline 
is the new district representative 
here of the Frigidaire Corp. with 
Offices in the Liberty National Life 
building, succeeding W. C. McGuire, 
who has accepted a position in Wash- 
ington. 

In his new position Mr. Hartline 
will have the Birmingham and North 
Alabama territory under his super- 
vision. He has been connected with 
Frigidaire Corp. for the last 10 years 
as representative in Florida, South 
Alabama, Mississippi, and New Or- 
leans. - 


Ww. Virginia Salesmen 
Show Gain Over 34 


FAIRMONT, W. Va.—Total sales of 
the five high-ranking appliance sales- 
men of the Monongahela West Penn 
Public Service Co. for the first six 
months of the year showed an in- 
crease of 59 per cent over the same 
six months of last year. 

The five high salesmen were H. H. 
Powell, Fairmont; Lee Grimm, Elkins; 
N. M. Jackson, Clarksburg; and D. F. 
Zirkle and D. R. Helmick, both of 
Parkersburg. 

Total sales made were 304 Frigid- 
aires, 8 ranges, 15 ironers, 3 washers, 
and 28 miscellaneous appliances. Of 
the 304 refrigerators sold, H. H. 
Powell and Lee Grimm tied with 72; 
N. M. Jackson sold 59; D. R. Helmick, 
52; and D. F. Zirkle, 49. 


Dealer Sales Drives 


“When we were kids,” says a 
recent sales bulletin published by 
General Refrigeration Sales Co. 
of Beloit, Wis., “the month of 
August meant ‘dog days’—a period 
of mental and physical inactivity 
when we figuratively basked in 
the shade of the old apple tree 
waiting for the cooling breeze of 
the first Autumn day. 

“But that was before mechani- 
cal refrigeration was_ invented. 
August now means business—it 
means orders for the ‘hot’ sales- 
man who sells cold to the hot 
prospect who needs cold. It is a 
month of opportunity which 
knocks only once a year.” 

All signs point to the fact that 
this August is the most opportune 
ever for salesmen of electric 
refrigeration equipment, and 
EvLectric REFRIGERATION NeEws_ is 
planning to do its share towards 
making the August sales drive a 
success by publishing four con- 
secutive “Specialty Selling” issues 
(of which this is the first) out- 
lining successful sales ideas. . 

On pages 2, 5, 7, 9, 10, and 11 
of this issue will be found news 
stories describing the operating 
methods of dealers in all parts 
of the country who have employed 
some particular plan or plans 
with marked success this season. 

Following are _ references. to 
these stories by headlines: 

“Low Terms, Home Trial, and 
Cooperative Promotion Work 
Special August Sales Drive in 
Sheboygan, Wis.,” pages 1 and 2. 

“Distributor’s Direct Mail Plan 
devised to Revive Prospect’s 
Interest and Give Salesmen a 
Plan of Action,” page 2. 

“‘Blind Bonuses’ Spur Tennes- 
see Salesmen’s Efforts in Special 
Summer Campaign,” page 2. 

“Sales Force Concentrates Sell- 
ing on Better Neighborhoods and 
Refrigeration Sales of Depart- 
ment Store Set New Record,” 
page 5. 

“Dealer Conducts Contest to 
Check Up on What Salesmen 
Retain from Training,” page 5. 

“Sales Coach Is Driven Into 
Window Display; 14 Sales Result,” 
page 5. 

“Colorado Dealer Concentrates 
on Displays and Showroom Ar- 
rangement to Impress Prospects,” 
page 5. Y 

“‘Mr. and Mrs.’ Sales Force 
Operating in Basement (Where 
Men Shop) Is Used by Long 
Beach Store,” page 7. 

“New Orleans Dealers Over- 
come Slump with Cooperative 
Campaign,” page 7. 

“Salesman Gets 102 Orders In 
97 Days Using Sales Plans Made 
by Factory,” page 7. 

“Meter Shows Current Con- 
sumption of Norge in Distribu- 
tor’s Window,” page 9. 

“Day’s Activities’ Sheet Steps 
Up Productivity of Pennsylvania 
Dealer’s Salesmen,” page 9. 

“Sidewalk Display on Main 
Thoroughfare Pulls in Prospects 
for Los Angeles Dealer,” page 10, 

“G-E Salesman Sells Man Re- 
frigerator First—Electric Service 
Later,” page 10. 

“Voters for Local Radio-Ama- 
teur Performers Are Also Pros- 
pects for El Paso Dealer,” page 10. 

“Problems—Serious and Humor- 
ous—Met by Home _§ Service 
Women Related in Appliance 
Study,” page 11. 

“Norge Puppet Show Making 
Rounds of Dealer Exhibits,” page 
11. 

“Motorized Salesroom Is Build- 
ing Sales for Crosley Dealers,” 
page 11. 

In addition to these news stories 
there are additional features 
dealing with “Specialty Selling” 
methods such as the now-famous 
weekly feature “Sales Idea of the 
Week” by V. E. “Sam” Vining 
(page 10); a new feature “Sales 
Contests and How to Run Them” 
by John Kumler (page 7); a re- 
view of the book “What Makes 
People Buy” (page 9); and an 
instalment of Editor George F. 
Taubeneck’s story of the develop- 
ment of the specialty selling 
formula (page 4). 
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C Upholds 


Removable 
Appliance Loan 


Ownership of Property Is 
Held Unnecessary for 
Loan Qualification 


WASHINGTON, D. C.— Rumors 
that Comptroller General J. R. Mc- 
Carl had ruled that electrical appli- 
ances must be permanently attached 
to realty to qualify FHA loans for 
insurance under the amendment to 
Section II, Title I of the National 
Housing Act were silenced Friday by 
a ruling that such improvements may 
qualify even if they are removable 
fixtures, and not technically a part 
of the property to which they are 
attached. 

The Comptroller General also ruled, 
according to a statement issued by 
FHA Deputy Administrator Arthur 


Walsh Wires Statement 


Washington, D. C. 
Western Union 


Editor: 

Comptroller General of the United 
States J. R. McCarl has today made 
general ruling that permanent attach- 
ment to realty so as to become 
technically part thereof not required 
to qualify loans for insurance under 
amendment Section II, Title I, Na- 
tional Housing Act but that equip- 
ment and machinery may be remov- 
able fixture. Comptroller General 
also rules ownership of real prop- 
erty not necessary but purchaser 
need only have right of occupation 
and right to install and use equip- 
ment and machinery. This ruling 
corrects false rumors heretofore cir- 
culated to effect that Comptroller had 
ruled attachment and &« ownership 
necessary. , 

ARTHUR WALSH, 
Deputy Administrator, 
Federal Housing Administration. 


A A a A AR ALN LR SNR IAT EE TE ARR IN 
Walsh, that ownership of property 
on which the improvement is made 
is not necessary to qualify the loans 
for insurance under the act, but that 
the purchaser need only have the 
right of occupation, and the right to 
install and use the equipment bought. 

These rulings are in accordance 
with the amendment to the National 
Housing Act, made May 28, under 
which equipment which heretofore 
was eligible only if permanently at- 
tached to the wiring, water, gas, or 
sewerage system may now be pur- 
chased and installed with the pro- 
ceeds of insured loans, without being 
required to be so attached. 

In other words, an electric refrig- 
erator, range, or other electrical ap- 
pliance need not now be attached by 
cable to the house wiring system in 
order to qualify for a loan under 
NHA financing, but may be simply 
plugged into the nearest light socket 
and operated, without the technicality 
of wiring it so as to make it a 
“permanent” part of the property. 

Also, the appliance may be _ in- 
stalled on rented property, and the 


(Concluded on Page 3, Column 3) 


Use of Dulux Refrigerator 
Finish Up 80% in 10 Mos. 


WILMINGTON, Del.—As an _ ex- 
terior finish for refrigerators, both 
ice and mechanical, Dulux has shown 
an increase of approximately 80 per 
cent during the last 10 months, a 
tabulation recently made by E. I. du 
Pont de Nemours & Co. shows. 

Dulux was introduced to the refrig- 
erator industry in the spring of 1933, 
and up to Sept. i, 1934, about 1,000,000 
cabinets had been finished with that 
material, whereas up to July 1 of this 
year, it was estimated the number 
had reached 1,800,000. 


Crosley Profit in Quarter 
Totals $180,213 


CINCINNATI—Crosley Radio Corp. 
for the quarter ended June 30 re- 
ported a net profit after royalties, 
taxes, depreciation, and other charges, 
of $180,213, equal to 33 cents a share. 


IN THIS ISSUE—TESTED SALES IDEAS USED BY DEALERS 


THIS SEASON 
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Cooperative Plan & Home Trial 
Mark Sheboygan Campaign 


(Concluded from Page 1, Column 8) 

planned for promotion of chest-type 
refrigerators. 

It is estimated that 5,000, or 50 per 
cent, of the Sheboygan homes served 
with electricity use less than 30 kwh. 
monthly, and that most of them have 
incomes of not more than $100 a 
month. While it is realized that the 
chest refrigerator is not the ultimate 
to be desired, it is felt that it far 
surpasses any other type of refrigera- 
tion that these families have had, and 
is the only one within their financial 
means. 

The utility is furnishing a complete 
list of its less-than-30-kwh.-per-month 
users, names and addresses. These 
will be grouped by districts and given 
to salesmen for follow-up. Junior 
salesmen will devote all of their time 
to this work, with an experienced 
supervisor assisting them in closing 
sales. 

Low down payments and_ small 
monthly payments will feature the 
chest refrigerator campaign. The 
utility is offering to finance all sales, 
with payments extended over 36 
months, if desired. Dealers may 
finance their own paper if they wish. 

A principal means through which 
dealers will attempt to sell both chest 
and larger refrigerators is a four-day 
nome demonstration plan, under 
which the refrigerator is placed in 
the prospect’s home for four days’ 
free trial, and removed without obli- 
gation if the prospect decides not 
to keep it. 

Theory back of the plan is that 
once the refrigerator is permitted in 
the prospect’s kitchen, the chances 
for closing the sale are highly in- 
creased. It is claimed that 50 per 
cent of prospects become refrigera- 
tor owners under this selling plan. 

Salesmen are being advised to use 
the demonstration plan only when all 
other sales methods fail. 

In using the plan, the salesman 
has the prospect sign a request for a 
home demonstration, stating whether 
or not he is a home owner, what type 
of model he wants demonstrated, and 
when he wants the demonstration to 
start. 

This is the only form the prospect 
has to sign to obtain use of the 
refrigerator. 

The importance of selecting the 
size unit best suited to the prospect’s 
needs is being emphasized in the 
conduct of this plan. 

On the evening of the first day the 
refrigerator is in use, the salesman 
calls on the prospect and gives a 
thorough demonstration to both hus- 
band and wife. He prepares a simple 
frozen dessert, explains cold cookery, 
and leaves a recipe book. 


No call is made the second day, 
unless the salesman feels the circum- 
stances are such as to justify it. On 
the third day, however, another call 
is made, the salesman answering all 
questions, meeting all objections, and 
making an effort to close the sale. 
He checks again to see that the 
refrigerator is being used properly. 

If he fails to close the sale, another 
eall is made on the fourth day, the 
supervisor accompanying the _ sales- 
man. Both day and night calls are 
planned for this day, with the final 
call attempting to convince both hus- 
band and wife of the advantages of 
electric refrigeration and secure the 
order. 

On the fifth day, if the sale has 
not been made, the cabinet is “pulled” 
by the dealer’s service department or 
a trucking company. Two days later, 
the salesman makes a final call, 
attempting to close the order now 
that the prospect has had an oppor- 
tunity to miss the refrigerator in 
her kitchen. 

Salesmen have been given detailed 
instructions as to conduct of this 
four-day demonstration plan, as well 
as suggestions as to sales methods 
and procedure. 

A side-light of the plan is the 
suggestion that the salesman have 
the prospect invite her neighbors in 
some time during the four-day period, 
to look over the refrigerator and 
hear a demonstration of its features. 
This furnishes the salesman with a 
number of additional prospects, and 
may result in several sales. 


Where the demonstration plan is 
used on a wide scale, dealers are 
advised to contract with a local haul- 
ing company to do the work on a 
flat rate basis, preferably stipulating 
that no charge will be made for 
return hauls where the prospect does 
not buy, and the refrigerator has to 
be removed. 


The campaign will be backed by 
advertising in all local newspapers. 
“Idea” advertisements, which will in- 
clude the theme, “protect your 
family’s health with an electric re- 
frigerator,” will appear twice weekly. 
These displays will include the names 
of cooperating dealers. Special ad- 
vertisements will be used to promote 
the cold cooking school. 

Each dealer is being urged to use 
his own direct mail material, sending 
it to prospects one day in advance 
of personal calls by salesmen. 

Spot radio announcements over sta- 
tion WHBL will tell listeners about 
the cold cooking school, and tie-in all 
dealers with this activity. 

Dealers will be furnished with a 
special card and window streamers, 
on which the campaign’s slogan will 
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Distributors Direct Mail Plan Devised 
To Revive Prospects Interest and 
Give Salesmen a Plan of Action 


By T. T. Quinn 


DETROIT—A personalized, three- 
letter direct mail selling plan, origin- 
ated to give run-of-the-mine salesmen 
a few good prospects to work with 
when the sales came harder, is help- 
ing Westinghouse refrigerator sales- 
men in this territory to carry their 
sales season into August with a great 
deal more vigor than in previous 
years. ' 

Devised by M. C.- (“Mique”) 
Schoenly, Westinghouse merchandis- 
ing division representative with head- 
quarters here, primarily for the “in 
and outer” salesman, the plan is at 
present proving a valued source of 
good sales leads to top-notchers as 
well. 

The plan was tried out as an 
experiment last year, as an incentive 
to the average salesman to keep an 
up-to-date prospect list, but both 
salesmen and dealefs reported so 
favorably on results that this year 
it has been worked much more 
thoroughly than before. 

In fact, so popular has it become 
that Mr. Schoenly has had to enlist 
the aid of several assistants in getting 
out the “personal” letter around 
which the rest of the plan revolves. 


With the exception of this letter, ; 


the plan uses the regular Westing- 
house direct mail pieces. 

After getting the salesman inter- 
ested in keeping a regular prospect 
list as a valuable asset to his: efforts, 
Mr. Schoenly offers to contact 15 or 
20 of his best prospects by mail, 
renew their interest in the purchase 
of an electric refrigerator, and pave 
the way for another series of personal 
calls with a view to closing the sale. 

Armed with this list, Mr. Schoenly 
gets out a short letter written on 
large size hotel stationery, expressing 
a personal interest in the prospect’s 
desire to own an electric refrigerator. 

At first these letters were written 
entirely in longhand but their volume 
increased so that Mr. Schoenly had 
to resort to stenographic assistance. 
Now, the letters are typed—but the 
envelopes are hand-addressed. 

Purpose of this, says Mr. Schoenly, 
is that a hand-addressed letter is 
opened and read; it isn’t tossed away 
as “just another advertisement.” 
Absence of the dealer’s letterhead, 
too, adds a personal touch. 

First paragraph of the letter is 
personalized, with mention of the 
salesman’s and dealer’s names in 
connection with the prospect’s inter- 
est in and desire for electric refrig- 
eration. 


appear, for use with their regular 
window trims. 

Films and advertising in the city’s 
theaters will be used to attract atten- 
tion throughout the campaign period. 
Special material, such as_ contest 
blanks, dodgers, and the like, will 
be arranged for by the committee in 
charge of the drive, and distributed 
to dealers. 

To arouse and stimulate interest 
among dealers and salesmen taking 
part in the drive, a “baseball contest” 
is being conducted throughout the 
period of the campaign. 

Weekly and final prizes totaling 
$249 will be awarded for the most 
“runs” scored. Only actual sales will 
be counted, units out on demonstra- 
tion not being considered sold until 
the order is signed. 

All refrigerator salesmen and deal- 
ers are eligible for the prizes, but 
dealers must report only the sales 
made by him personally. Sales closed 
by the individual salesman will be 
credited to him, and not to the 
dealer. Only sales of new domestic 
refrigerators will be counted in the 
tabulations. 

“Hits” will be scored as follows: 
under 4 cu. ft. 1 base hit; 4 to 5 
cu. ft., 2 base hit; 5.1 to 6.9 cu. ft., 
3 base hit, and 7 cu. ft. and over, 
home run. The number of runs will 
be determined by dividing the num- 
ber of base hits by four; for example, 
a salesman making 17 “base hits” will 
be credited with 4% runs. 

Weekly prizes will be awarded to 
salesmen and dealers as follows: 

July 25 to Aug. 3, $25 each; Aug. 4 
to Aug. 10, $15 each; Aug. 11 to Aug. 
17, $10; Aug. 18 to Aug. 24, $5. 

For the week of Aug. 25 to 31, 
three prizes will be awarded to the 
salesmen and dealers scoring the most 
runs, as follows: first prize, $10; 
second prize, $5; third prize, $3. 

The three salesmen and dealers 
making the most runs during the 
entire campaign (July 25 to Aug. 31) 
will receive tickets for transporta- 
tion to the Chicago Cubs-Philadelphia 
baseball game at Chicago, Sept. 7, 
in addition to prizes of $15, $10, and 
$5 each for placing among the top 
three. 

Sales reports will be made to 
Robert F. Timm, at the office of the 
Sheboygan Press, on specially pre- 
pared forms, and tabulations will be 
made and winners announced at the 
weekly sales meetings. 


The second paragraph is devoted 
to the Westinghouse refrigerator, and 
mentions that some explanatory pam- 
phlets are enclosed. 

The third paragraph stresses the 
convenience, sanitation, healthfulness, 
and economy of a Westinghouse, and 
urges the prospect to deny himself 
these benefits no longer. Final para- 
graph urges the prospect to see a 
Westinghouse now, even before the 
salesman (mentioning his name) can 
call again. 

The second mailing consists of a 
reprint, in colors, of a recent West- 
inghouse magazine advertisement. 

The third mailing is the Westing- 
house booklet, which explains the 
higher cost of living and what a 
Westinghouse can do to offset this. 

Mailings are designed to be made 
two days apart, with the salesman 
being sent copies of the letter, and 
of the mailing pieces. Particular 
emphasis is placed on his following 
up the final mailing piece, which is 
considered a good sales clincher. 

In making his calls, the salesman 
carries with him a copy of the final 
mailing piece, and covers this page 
by page with the prospect. If the 
prospect can produce this booklet 
when the salesman asks for it, his 
interest has been thoroughly aroused, 
Mr. Schoenly feels. In the event he 
cannot, the salesman brings out his 
own copy, and the sales presentation 
goes on from there. 

After the mailings are completed, 
the prospect lists are turned over to 
the distributors’ territorial salesman 
for follow-up with the dealer’s sales- 
man. 

Dealers, says Mr. Schoenly, appre- 
ciate this friendly cooperation, and 
are warm in their praise of the plan. 
Prospects, too, are pleased with this 
friendly interest in and attention to 
their problems. 

But the biggest boosters of the 


plan are the salesmen themselves. 
With the “hit or miss” type, the plan 
is a revelation. In digging out their 
15 or 20 prospects, usually from 
envelopes and stray scraps of paper 
in every pocket, they sense the value 
of a carefully kept prospect list, 
alphabetized, indexed, and _ well- 
thumbed. They see their more suc- 
cessful companions, who do _ have 
such a list, clamoring for a mailing 
to 50, 100, or 150 of their best pros- 
pects. 

It teaches the average salesman 
the value of planning his work—of 
having at all times a large and active 
prospect list, so that he won’t have 
to spend so much energy and time 
in figuring how to spend his day. 
Top-notch men, says Mr. Schoenly, 
have their day’s schedule planned 
before they start out—but the average 
salesman spends the greater part of 
his mornings wondering where to 
begin. They wear themselves out be- 
fore they start. 

Day by day, this situation grows 
worse—and it takes something like 
this plan to start them out again on 
the right track, Mr. Schoenly feels. 

Salesmen with an up-to-date pros- 
pect list, carefully indexed and noted 
with information regarding each 
prospect’s family, financial condition, 
and a record of calls made, can 
always plan his work a day in ad- 
vance, and start working right after 
the morning sales meeting. 

This type of successful salesman 
would gladly pay, out of his earnings, 
for a personalized, intelligent mailing 
campaign to his best prospects, Mr. 
Schoenly says. So far, the plan has 
been “on the company,” literature 
being furnished through W. L. “Bill” 
Howlett, refrigeration sales manager 
of Westinghouse Electric Supply Co. 
here, and office help through the 
Detroit factory branch. 

“The plan is inexpensive,” Mr. 
Schoenly says, “and it keeps the 
salesman and his products in the 
consumer’s mind. The consumer ap- 
preciates the unannoying attention 
he or-she gets between personal calls. 

“Of course, calls are necessary—but 
without a doubt these mail contacts 
make for easier and more pleasant 
personal contacts later, and our re- 
sults show that they most certainly 
promote sales.” 


‘Blind Bonuses’ Spur Tennessee Salesmen’s 
Efforts in Special Summer Campaign 
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NASHVILLE—“Blind bonuses” were 
used as a means of giving extra 
compensation to retail salesmen of 
Tennessee Valley Appliances, Inc., 
Norge distributor in Middle and East 
Tennessee, during the July national 
test campaign and home approval 
offer on Norge products. 

This novel idea of special compen- 
sation was conceived by T. P. Hallock, 
southern district representative for 
the Norge Corp., who suggested it to 
J. O. Smith, president of Tennessee 
Valley Appliances, Inc. 

As shown in the illustration, the 
“bonus board” contemplates four 
special grand prizes of $50, $25, $15, 
and $10 in cash to the four leading 
salesmen during the month. But the 
novelty of the idea consists in having 
additional bonus prizes concealed 
under seals, the amount not to be 
disclosed until the sale is made. 


On the board which Tennessee 
Valley Appliances, Inc., erected, there 
are 150 seals holding 150 special 
bonus prizes, with the _ individual 
prizes ranging in value from $1.50 to 
$10. Every salesman who closed an 
approved sale during the month was 
entitled to pull one seal. 

The salesman did not know the 
amount of the bonus he would receive 
until after the seal was pulled, the 
suspense of the bonus board results 
inciting the salesmen to greater sell- 
ing efforts. 


Every seal was numbered and when 
one was pulled, the name of the 
salesman pulling it was written on 
the board opposite the number. This 
made it easy to determine the sales- 
men who won the grand prizes. 
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Chicago Blast Was 
Accidental Says 
Coroners Jury 


(Concluded from Page 1, Column 1) 

to cool, he told Smith and Brown 
(the two deceased) to “turn it on.” 
According to Foster, Smith then 
opened up the tank of oxygen into 
the refrigeration system, Smith hav- 
ing previously connected the oxygen 
to the system. Then came the blast. 

It was not customary, declared 
Foster, to use oxygen in testing for 
leaks. Carbon dioxide was commonly 
used in such instances, he said. Pur- 
pose of the testing was to see if the 
system would hold the refrigerant 
under pressure. Inasmuch as Freon, 
the refrigerant used in this system, 
was deemed too expensive to use for 
testing, another gas was chosen. 

Deputy Coroner Motherway spent 
most of the inquest attempting to 
determine who was responsible for 
bringing the oxygen to the scene of 
the installation for the testing. None 
of the witnesses would admit respon- 
sibility, although many of them were 
forced to do some expert dodging 
and squirming during the course of 
the cross-examination. 

A. C. Fairbanks, owner of the com- 
pany which had charge of the instal- 
lation, testified that one of his work- 
men may have brought a cylinder of 
oxygen to the installation for use in 
welding steam pipe. 

This tank, he said, was now in his 
shop, still partly full of oxygen. He 
intimated that Brown (decreased), to 
whom the job of testing had been 
sublet, might have furnished the 
oxygen for testing. He also declared 
that he did not know who had called 
Brown to come dog to test the job. 
Fairbanks admittéd*that he did not 
know that oxygét¥ and oil combined 
to form an explosive mixture. 

S. F. Harris, partner-in-corporation 
of Brown’s, testified that his company 
had never at any time furnished 
materials for testing when working 
for Fairbanks or the Chicago Airtemp 
Corp. (which sold the equipment). 
All the Brown Refrigeration Service 
Co. did, he declared, was to furnish 
labor. 

W. C. Twomey, secretary of Chicago 
Airtemp Corp., testified that his con- 
cern had not supplied the testing 
agent, nor had it called Brown, 
although he knew that Fairbanks 
generally had Brown do his testing 
work. 

Burt O’Brien of Chicago Airtemp 
Corp., an air-conditioning salesman 
who was injured in the bl . testi- 


fied that just as he arrived ‘on’ the’ 


scene of the installation he saw 
Brown turn the gas into the system 
(Foster said that Smith had turned 
it on). 

The gas used for testing, O’Brien 
stated, came from a black tank 
(Foster said the tank was green). 
He heard a hissing sound, then came 
the flash of the explosion, and he 
made for the stairs, from where he 
was taken to a hospital. He was con- 
scious of only one explosion. 

Patrick J. Murray, cooling plant 
inspector for the city of Chicago, 
testified that he arrived at the scene 
of the accident early Monday morn- 
ing, and found that the compressor 
crankcase had been blown apart by 
an internal explosion, which had ap- 
parently been caused by the combus- 
tion of oxygen and oil. 

He stated that the suction valve 
had been broken off the compressor, 
the compressor base cracked, and 
that the pistons were lying intact on 
top of the liquid receiver, which was 
intact except for the severing of the 
liquid line. 

No tanks of any sort were on the 
premises when he arrived. (Fairbanks 
had testified that the oxygen tank 
had been removed by workmen to 
his shop after the explosion on order 
of one of the Messrs. Weis, proprie- 
tors of the Mayfair Grill.) 

The condenser was dented inwardly, 
but the belt was still on the flywheel. 
The suction valve, which led directly 
into the crankcase of the compressor, 
was partly opened. 

Specifications for this particular 
machine call for its delivery with 12 
pints of oil, declared Mr. Murray. 
City regulations provide that the sys- 
tem shall be tested for 220 lbs. pres- 
sure (where Freon is the refrigerant), 
but no regulations are made as to 
the testing agent. He stated that he 
would not knowingly have permitted 
the use of oxygen for testing, al- 
though such prohibition is not in the 
city regulations. 

Gerald F. Gearon, chief deputy and 
supervising mechanical engineer of 
the Chicago Boiler Inspection Depart- 
ment, declared that all refrigeration 
plants are inspected before being put 
into operation, and then once each 
year thereafter. He had not been 
notified that this plant was being 
tested. 

Mr. Gearon made it clear that the 
refrigerant could not have been a 
cause of the explosion, that the ma- 
chine had never been run on the 
premises, nor at any time had the 
refrigerant been opened up into the 
lines. 

C. D. Raber, attorney for the Ocean 
Accident Co., testified that his com- 


pany had traced the serial number 
on the tank of oxygen which was 
removed from the scene of the 
explosion to the Fairbanks shop. This 
oxygen tank, he said had been sold 
by the Burdette Co. to H. H. Lewis, a 
jobber, who in turn sold it to Fair- 
banks. Delivery was made June 29. 
Chief point made by Fairbanks and 
his counsel, in ducking responsibility 
for supplying the oxygen to be used 
as a testing agent, is that the tank 
of oxygen taken from his shop to the 
scene of the explosion is now back in 
his shop with oxygen still in it. 
Inspector Murray testified that the 
quarter inch line leading from the 
oxygen tank to the refrigeration 
system must have been snapped off 
by the explosion, and that unless the 
gauge on the tank was closed after 
the explosion, all the oxygen could 
have leaked out in 10 minutes or less. 


Manufacturers Pay Taxes 
Of $1,202,976 in June 


WASHINGTON, D. C.—Manufac- 
turers of mechanical refrigerators 
paid excise taxes in June of $1,202,976, 
a report from the Bureau of Internal 
Revenue shows. This compares with 
$1,346,538 paid in taxes during June, 
1934. 


McCarl Upholds FHA 


Loans on Unattached 
Electric Appliances 


(Concluded from Page 1, Column 5) 
loan still be insured by the govern- 


ment, the only requirements being 


that the “right of occupancy” and 
the “right to install and use” the 
equipment be shown. 

As amended, Title I of the National 
Housing Act provides for the insur- 
ance of loans, advances of credit, or 
the purchases of notes representing 
such loans or advances of credit, in 
amounts up to $50,000 on certain 
classes of buildings. 

Such buildings include apartment 
or multiple-family houses (two oz 
more separate dwelling units under 
the same roof), hotels, office, business, 
or other commercial buildings, hos. 
pitals, orphanages, colleges, schools, 
or manufacturing or industrial plants. 

Character loans, which include 
amounts up to $2,000, are generally 
being made on an unsecured basis, 
since the lending institutions recog- 
nize that the diversity of the risk. is 
such that the 20 per cent government 
insurance was, in effect, the equiva- 
lent of 100 per cent, where .an institu- 


tion made any considerable number 
of loans. 

Under the $50,000 loan clause, how- 
ever, proper security is being taken. 
On structural repair or modernization 
work, this would be usually in the 
form of a real-estate mortgage, othcr 
collateral pledged, or co-signers. 

In the case of purchase and instal- 
lation of equipment or machinery, 
such security should be in the form 
of a chattel mortgage, conditional 
sale, or bailment lease, as the state 
laws dictate. A 

With this exception, the operation 
of the $50,000 loan plan is practically 
identical with that governing the 
$2,000 or character loans. 


Four Western Distributors 
Beat Norge Quotas 


DETROIT—Four Norge  distribu- 
tors, all of them located in the far 
west, have exceeded their 1935 refrig- 
eration quotas in the first six months 
of the year through a concentrated 
effort on dealer coverage, particularly 
in the smaller communities. 

They are: Leo J. Meyberg Co., San 
Francisco; Tidmarsh Engineering Co., 
Tucson, Ariz.; Salt Lake Hardware 
Co., Salt Lake City; and Midland 
Implement Co., Billings, Mont. 


Warren to Distribute 
Norge in New York 
Succeeding Branch 


(Concluded from Page 1, Column 2) 
been transferred to the Norge Corp.’s 
headquarters in Detroit. 

The Warren Co. will handle the 
entire Norge line, including refriger- 
ators, washers, oil burners, electric 
ironers, electric and gas ranges, and 
air-conditioning equipment. 

In addition to covering the New 
York metropolitan territory, the or- 
ganization will also act as distributor 
in Orange County, N. Y., and Fair- 
field County, Conn. 

Mr. Warren, who only recently 
resigned as president of the Warren 
Nash Motor Co., an organization he 
founded 17 years ago, said that his 
company expected to do not less than 
10 per cent of the total national vol- 
ume of Norge business in the New 
York metropolitan market. é' 

Large potential market, he _ said, 
was in the field of air conditioning, 
which he expects will grow rapidly 
during the next two years. The com- 
pany has outlined an extensive adver- 
tising campaign, with newspapers as 
the principal medium. 


ny Furrier can guarantee safer 


storage when the refrigerant he uses is 


EREON- 


RIME PELTS of the more valuable 

fur-bearing animals are pelts taken 
in mid-winter in northern climes. Such 
furs must be protected from heat and 
moths during the summer months and 
are therefore stored in furriers’ vaults 
where the temperature may be so regu- 
a _— lated that the larvae of the moths are 
eS - - wa 3 killed. 
— “ : Modern “Freon” air-conditioned fur 
vaults stimulate as closely as possible 
the actual conditions under which the 
animal developed its winter coat. Tem- 
peratures may be raised or lowered as 
desired; dust is entirely eliminated; 
humidity is automatically controlled; 
and air is gently circulated 


throughout the vaults. 
REG. U. S. PAT. OFF. : 


a Lafe refrigerant 


, The Frigidaire Corporation 
installed the “Freon” air- 
conditioning system in Charles 
Coplin, Inc., Fur Store, Mil- 
waukee, Wis. 


“Freon” is used widely in fur storage 
vaults because it is a safe refrigerant— 
non-toxic, non-flammable, and odorless 
when mixed with air. Even if a leak 
should develop in the system, the escap- 
ing “Freon” would not harm the most 
delicate fur piece—nor the personnel of 
the storage vaults. Dyestuffs in the fur 
would be unaffected, and the hair would 
not loosen from the pelts. Furs stored 
in “Freon” equipped vaults are returned 
to their owners in perfect condition and 
free from any objectionable odor. 

Be sure to explain to the furriers in 
your city the advantages of specifying 
“Freon” as the refrigerant in their air- 
conditioning and refrigerating 
systems. 


Fur department of Lazarus Dept. 
Store, Columbus, Ohio, shown 
above, air-conditioning installed 


by York Ice Machinery Corp. 


Midsummer heat is no bar to fur 
buying with customers of Cop- 
lin’s, in Milwaukee, pictured at 
left. “Freon” air-conditioning is 
the answer. 


(Left) AYork“Freon” = 
system provides safe 
air-conditioning in the 
workrooms of Lazarus 
in Columbus, Ohio. 


x, 


(Right) Trying on in wih 
summer 1s never try-§ 
ing, in Rice’s Fashion 
Corner, Norfolk, Va. 
The “Freon” air-con- 
ditioning system was 


installed by Frigidaire. 
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ELECTRIC REFRIGERATION NEWS, AUGUST 7, 1935 


Development of Specialty 
Selling Formula 


he fourth instalment of the editor’s 
story on the Development of the 
Specialty Selling Formula by John 
H. Patterson, founder of the National 
Cash Register Co., appears on this 
page. 

Readers of this serial story who 
knew John Patterson are invited to 
submit anecdotes about Patterson and 
his methods—incidents which might 
be illustrative of any of the material 
they may read herein. These anecdotes 
will be incorporated into the general 
story, with full credit given to those 
who send them in to us. 


Birth of the ‘Canned 
Sales Talk’ 


“Canned patter selling” was not an 
idea to which Patterson could stake 
a claim, although he was first to 
recognize its worth. Its originator 
was Joseph Crane, who left his own 
retail business to join forces with 
N.C.R. as an agent shortly after the 
first sales convention was held. 

Crane was sent to Findlay, Ohio, 
on his first assignment. He had been 
a shopkeeper, and he was positive he 
knew how to sell. But 16 interviews 
with as many prospects left his order 
pad as unscratched as the finish on 
automobiles in showroom windows. 


As refusal after refusal came from 
each succeeding prospect, Crane be- 
gan to wonder, “what’s the reason?” 
He couldn’t understand it at all; but 
he accepted the situation objectively 
and coolly—as a scientific phenom- 
enon, rather than as an indication of 
his own shortcomings. And when 
Prospect No. 16 disappeared through 
his doorway, Crane fell to analyzing 
his sales presentation for flaws. As 
he recapitulated in his mind the 
presentation he had just made, one- 
by-one several points which he had 
forgotten to tell No. 16 popped into 
his head. And then he knew why he 
was losing sales. 

So, on paper, he began to set down 
the things he had omitted. He con- 
tinued this practice with each pros- 
pect he interviewed. Gradually, as the 
memorandum grew and was revised, 
Crane realized that to get the order, 
one should catalog every feature of 
the product, and see to it that the 
prospect had each thoroughly in 
mind. 


Crane had made a poor beginning 
as a salesman; but having been quick 
to analyze and do something about 
his faults, at the end of his first 9u 
days he was the leading cash register 
salesman in the country. 

When Mr. Patterson’ confronted 
Crane with the inevitable question, 
“How do you sell?” the new salesman 
surprised him with the announcement 
that he used the same talk over and 
over to every prospect. Patterson was 
at first appalled, then intrigued. So 
the star salesman gave him a demon- 
stration. Patterson liked it. 


At once Patterson called a stenog- 
rapher, had Crane dictate his presen- 
tation to him, and got it in typewritten 
form. Thus was the first “canned 
sales talk” born. 

Every N.C.R. agent in the country 
received a copy of the talk, with the 
suggestion that he commit it to 
memory. And of course the salesmen, 
almost to a man, violently opposed 
the idea. Their loudest protest was 
that it deprived them of individuality. 
No salesman would admit that any- 
body else could tell him how to sell. 
In those days they really were 
“prima donnas.” So Patterson con- 
sulted all his best men, obtained more 
material, revised the text again, and 
published it as the “N.C.R. Primer.” 


Thus guised, it fared some better 
at the hands of the sales force—al- 
though for a long time they were 
disposed to handle it gingerly—and, 
in private, to ridicule it. 

Some quotations from the Primer 
are still gems of sales analysis, and 
likely could be as effectively applied 
today as when they were written. 
Some of them are: 

“That critical time when a prospect 
is ready to sign is an unknown quan- 
tity. It can omly be learned from 
experience. There is always a time 


when a man will sign. : 


“The successful salesman is the one 
who knows when to present the order 
for signature. Good judgment and 
taste on the part of a salesman are 
necessary in presenting an order form 
to a probable purchaser. 

“Experience will teach you when to 
close. It is not always necessary to 
make a complete explanation of the 


register. You cannot close too- quick-—|- 


ly. When you see that the prospect 
is sold, stop right there and close 
with him. If an early effort fails, 
you have lost nothing. Go right on 


PERSONALITIES 


==By George F. Taubeneck 


with your explanation until he is 


ready for closing. 

“After you have made your proposi- 
tion clear, and feel sure that the 
merchant realizes the value of ‘the 
register, do not ask for an order. 
Take for granted that he will buy. 


“Say to him, ‘Now, Mr. Blank, what 
color shall I make it?’ Or say, ‘If it 
is satisfactory to you, suppose we 
draw this up and see how it will 
look.’ Take out the order blank, fill 
it out, and handing him your pen, 
say, ‘Just sign here where I have 
made the cross.’ 

“These questions will always bring 
the matter to a head and he will 
either answer your questions or else 
object to buying. If he objects, find 
out why, answer his objections, and 
again prepare him for signature. 


“Avoid giving the impression to the 
merchant that you are trying to force 
him to buy. No man likes to feel 
that he is being sold. Make the mer- 
chant feel that he is buying because 
of his own good judgment. 


“If he objects to signing when the 
order is presented, find out the real 
reason why, and your chances are 
that that is the very reason why he 
should buy. 

“Concentrate your whole force on 
one good strong point, appeal to his 
judgment, get him to acknowledge 
that what you say is true, then hand 
the pen to him in a matter-of-fact 
way and keep on with what you were 
saying. This makes signing the logi- 
cal and obvious thing to do.” 

It is doubtful whether any innova- 
tion of Patterson’s ever met with 
such severe criticism as that which 
faced the Primer when it was sent 
to salesmen. Not only did it meet 
with strenuous objection—both open 
and covert—from agents; but outside 
concerns and individuals all joined in 
the war upon “canned talk.” They 
would have none of it. “The Primer 
will change a man into a machine— 
make him a parrot—not a salesman,” 
they said. 

Patterson, however, thought it 
would “pay.” He believed unflinch- 
ingly that the Primer would, if 
memorized, bring in more sales for 
every man. Accordingly, every man 
was advised to learn the sales argu- 
ments in the book. Examination of 
the men later on—by means of off- 
hand questions, and actual observa- 
tion of sales presentations—disclosed 
that only a few of them had paid 
any attention at all to the company’s 
instructions. 

A second communication regarding 
the Primer was issued to salesmen, 
this time instructing them to mem- 
orize the sales talk. Another set of 
examinations was held, and findings 
revealed that again only a few more 
salesmen had heeded instructions. 


Next, a third and final order went 
out from the factory. It was in the 
nature of an ultimatum, and warned 
that any N.C.R. man who failed to 
commit the book to memory within 
a specified time would be dismissed 
from the company’s employ. The 
ultimatum had the desired effect. 


Shortly after the final dictum was 
issued, there came _ still another 
examination, wherein it was revealed 
that 65 or 70 per cent of the men 
had memorized the book, and that 
practically all others had made a 
conscientious effort to comply with 
the company’s request. 


Former Advertising Manager Gibbs 
recalls: “Immediate and great im- 
provement resulted. I know of no 
single thing that the company ever 
did that had such a marked benefit 
on the sale of cash registers as did 
the learning of the Primer.” 


Some of the older company agents 
found it practically impossible to 
commit the Primer to memory. In 
many instances these “old dogs” were 


excused, but no alibi was accepted 
from any of the younger or middle- 
aged men. They had to learn the 
‘new tricks” or quit. ~- 

So strong was the resentment—or 
perhaps, laziness—of many salesmen 
at being compelled to learn the 
“canned talk” that they tried to out- 
wit their examiners by memorizing 
only a few of the first paragraphs, 
with the hope and expectation that 
they would be allowed to sit down 
before reaching the sections they 
hadn’t committed. 


This ruse was successful in a few 
instances, but the examiners soon got 
wise to the scheme, and reciprocated 
by asking frequently that a recital 
be started in the middle of the Primer 
rather than with the introduction. 
All of which goes to show that Pat- 
terson recognized the fact that he 
was dealing with a likeable but 
irresponsible breed of men who were 
in some respects grown-up schoolboys, 
and accordingly he adopted school- 
master tactics. 


Birth of the Sales School 


"Way back in ’93 when the hip- 
rolling Fatima was delighting the 
yokels at the World’s Fair in Chicago 
(even as Sally Rand did half a 
century later) N.C.R. had its display 
at the Fair, too. Patterson had set 
up several large register displays, 
with a dozen young men in attend- 
ance to explain the machines to 
visitors. 

Unbeknownst to any of these men, 
Patterson called at each exhibit, and 
asked for explanations of the regis- 
ters. He found to his dismay that the 
youths scarcely knew what they were 
talking about. 

The result was that Patterson 
immediately prepared a demonstra- 
tion talk, with answers to common 
questions, called the young demon- 
strators to his hotel, and made them 
learn the material by heart. 


So gratifying were the results of 
these informal sessions that’ the 
strategist concluded immediately that 
it would pay to inaugurate training 
schools for all of his salesmen. 


Instead of sending copies of the 
Manual out to his force, hoping that 
they would learn it, and then giving 
them an examination on it, he now 
proposed to teach the Manual to his 
salesmen in_ pupil-student-classroom 
manner. 


So it was that on April 4, 1894, the 
first school was opened in Dayton, 
with Joseph Crane in charge of 
instruction. Thirty-seven men were 
enrolled in the first school, and E. D. 
Gibbs tells us that it was a success 
from the beginning. 


The course attached paramount im- 
portance to a well-nigh perfect under- 
standing of the registers and their 
service to users, and laid particular 
stress upon methods of approaching 
and interesting prospects. 


You are probably tired of hearing 
how the salesman “of the old school” 
rebelled openly at each and every 
innovation the president made. But 
it must be recorded once again. The 
“old school” thought this “new school” 
notion preposterous. They ridiculed 
the idea of classroom procedure for 
grown-up men. But the school was 
opened, and the men enrolled, and 
N.C.R. authorities have even declared 
that the course was directly instru- 
mental in doubling business the first 
year, and increased sales the follow- 
ing year 140 per cent more. 

In preparation for the first school, 
a large room at the factory was 
equipped with desk conveniences de- 
signed to contribute to the comfort 
of the salesmen-students. As was his 
custom, Patterson saw to it that 
equipment and surroundings were 
highly conducive to study and effi- 
ciency. Men were brought in from 
all sections to take the course, which 
lasted six weeks. 


The first school was followed up 
by similar training courses held—or 
rather, “staged,” for J.G. never simply 
“held” a meeting; he squeezed the 
last drop of drama out of each—in 
large cities throughout the country. 
Men who had taken the first course, 


and been graduated with honors, 
were placed in charge of the new 
schools. High officials of the company 
taught some of the schools in the 
more prominent cities. 

The training schools, like most 
Pattersonian innovations, were not 
operated on any fixed and _ static 
system. They went through his 
wringer of continual examination, 
checking, change, and amplification. 
In 1901 he instituted a series of 
changes designed to broaden the serv- 
ice and increase the effectiveness of 
the training schools. 

Revised program for the training 
schools began with addresses by 
officers of the company, and a trip 
through the factory, followed by fac- 
tory engineers giving an explanation 
of the construction of the various 
types of machines made by the com- 
pany. 

Came then the latest Manual mate- 
rial on salesmanship—how to ap- 
proach a storekeeper, how to quote 
terms, how to get cash with the 
order, how to get the dotted-line 
signature, how to cultivate a territory, 
how to make the best of factory 
advertising matter, how to use users, 
and how to answer objections. 

Salesmen were frequently called 
upon to get up before the class and 
put on a sample demonstration. At 
such times the “old heads” would 
heckle the neophytes by shooting 
(and shouting) at them particularly 
difficult-to-answer objections. 

Each training course was brought 
to a close with a regular “Class Day,” 
featured by a luncheon for all gradu- 
ates of that school. It was perhaps 
similar to the graduation exercises 
of many another school, with speeches 
by the company executives (who 
never strayed far from the subject of 
“sales promotion” and the important 
phases thereof). Their object was to 
inspire the “graduates” with sufficient 
enthusiasm to send them out among 
prospects with a do-or-die determina- 
tion to sell for old Alma Mater N.C.R. 
These lines are not written in jest, 
or in derision. The “cheer leaders” 
and “pep meetings” achieved results, 
as many successors in the field of 
specialty selling have found out for 
themselves. 

When new men were needed in the 
sales force, the requirements for 
admission were relaxed; and when 
the organization’s supply of “agents” 
was abundant, admissions were re- 
stricted. 

Instruction in the schools was 
directed by successful agents, and 
after a few years, all instructors were 
men who had been through the school 
themselves. Within a year after the 
first school was held, classes were 
limited to 15 men each. 


Transportation and hotel bills of 
students in the schools were paid by 
the company. Students were allowed, 
in addition, $3 per week spending 
money. 

When the expense of bringing large 
numbers of men to Dayton grew to 
be a considerable burden, sectional 
schools were started—Patterson find- 
ing that it was cheaper to send 
teachers out than to bring pupils in 
to the factory. 


One unexpected result of the pro- 
gram was that the training school, 
with expenses paid, attracted a group 
of chiselers, drifters, grafters, loafers, 
and fly-by-nights. Such types had no 
intention whatever of selling cash 
registers, but just came along for the 
ride. This element soon became so 
annoyingly large that it was necessary 
for the company to make a rule that 
no man could enroll for the course 
unless he had already had six months’ 
experience in selling the machines. 


Purpose and conduct of the training 
schools are best described by excerpts 
from one of Patterson’s talks on the 
subject. Quote: 

“The bulk of the teaching was 
through the eye. There was nothing 
abstract about it. We do not today 
depend upon memory in the abstract, 
but only through association of ideas. 

“That makes the man more natural 
in his bearing and sales talk than if 
he tried to think of the arguments 
without having the actual thing be- 
fore him. 


This Is Nice Work—If You Can Get It! 


General Household Utilities Co. distributors were ready enough for relaxation after their busy mornings at their 
radio convention in Chicago’s Edgewater Beach hotel. Some stayed on the veranda and talked business, but 
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“We teach all that we can about 
every business we can so that any 
agent can at once grasp the reasons 
why a particular merchant should 
have a register. We teach him under 
five general heads: general instruc- 
tion, objections and answers, selling 
points, closing arguments, and mis- 
cellaneous. 

“We give him a thorough knowl- 
edge of the mechanism and building 
of a register by having him instructed 
in the factory from the raw material 
to the finished product, and we have 
him call on and talk with users of 
the machines in Dayton and in de- 
partment stores of the big cities. 

“He is taught not only the strength 
of our system but also the weaknesses 
of other systems. Part of the training 
of salesmen involves the stressing of 
good habits, of neatness in dress, in 
planning of work and of routes, and 
of knowing how best to use the sales 
literature which is regularly sent to 
him. 

“This attention to detail does not 
kill individuality; on the contrary, it 
makes certain that whatever is in 
the man will be turned into the 
direction of greatest efficiency. Proper 
schooling of any kind stimulates a 
man; it is only the improper that 
surrounds him and binds him into a 
rigid formalism.” 

In another address, Patterson de- 
fended the training school, and en- 
couraged belief in it by saying: 

“Nothing we have ever started in 
connection with our organization was 
subjected to so much ridicule as the 
starting of a school to teach our men, 
of apparently making our men go 
back to school and study a textbook. 


“Business is nothing but teaching 
school. The first thing for a man at 
the head of any institution is to 
teach other people; otherwise he will 
have only himself in his school. He 
will be opening all his letters, dictat- 
ing all the correspondence, and doing 
other things that the people under 
him ought to do. 


“Never get tired of learning, be- 
cause your progress ought never to 
stop until you die. We are teaching 
you to represent our company. 


“Whatever you are morally, finan- 
cially, socially, physically, our custom- 
ers will know the company through 
you. Just think of that as you sit 
here learning how to sell machines 
so as to go out into your territory 
and be successful business men.” 


When Patterson had satisfied him- 
self that the sales schools were effec- 
tive in increasing salesmen’s_ effi- 
ciency, he started other schools. 


There was a school for foremen, in 
which the men were trained in short- 
cut systems and profitable methods 
of production; a letter-writing school; 
and for women employees there were 
courses in cooking, sewing, dancing, 
housework, and languages. 

District managers also had their 
own school, as did the advertising 
personnel, and there were schools for 
all employees who wished to take up 
physical culture or horseback riding. 

In teaching men, Patterson relied 
primarily upon appeals to the eye. 
He taught by illustrations, cartoons, 
dispiay, drama. He was known as 
“the man who never talks without a 
pencil in his hand.” He strove con- 
stantly by illustration to “contrast 
the right way with the wrong way.” 


“All my life,” said Patterson, “I 
have been trying first to see for my- 
self, and t’@y to get other people to 
see with 1.” ~~” “seeing,” Patterson 
meant literany Oking at an idea. 


He felt that pictures emphasized 
and clarified points the speaker was 
making, and that they served to hold 
the attention of the audience. “An 
argument is good according to the 
amount of the dramatic which it 
contains,” he insisted. Only a com- 
parative few understand the true 
meanings of mere words, he believed, 
but anybody could grasp the signifi- 
cance of a picture or illustration. 

After a time he developed a regular 
system of symbols in the cartoons 


which he drew for salesmen. “Little 


grotesque drawings are wonderfully 
attractive,” he said. “Now I have a 
whole system of cartooning. A circle 
with a dollar mark means a piece of 
money; a bag marked with a dollar, 
a lot of money. 


“Many good effects can be had with 
moon faces. Draw a circle, put in a 
few dashes for the eyes, nose, mouth, 
and ears. Twisting these lines gives 
the expression; the out-of-date man 
has the corners of his mouth down; 
the up-to-date fellow has the curves up. 


“The drawings are homely, but the 
most effective cartoonists are not the 
men who make the prettiest pictures; 
the thing is to express the idea and 
the contrast.” 


Within 10 years after Patterson’s 
first experimental school, the manu- 
facturing concern selling direct to the 
user which failed to give its salesmen 
the benefit of systematic instruction 
had become the exception rather than 
the rule. 


Those concerns dealing with the 
retail and wholesale trade were much 
slower in adopting sales training, but 
gradually fell into line as the older 
men faded from the picture and were 
replaced by new men who could and 
would accept these modern ideas. 
(To Be Continued in the Next Issue) 
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ELECTRIC REFRIGERATION NEWS, AUGUST 7, 1935 


SPECIALTY SELLING 


Sales Force Concentrates Selling on Better 
Class Neighborhoods and Refrigeration 
Sales of Dept. Store Set New Record 


CINCINNATI — Concentrating  sell- 
ing energies on the better class 
neighborhoods has enabled the sales 
force of the major electrical appliance 
department of the McAlpin store here 
to put over an extensive sales drive, 
and boost the department’s. gross 
refrigeration business through July 
approximately 18 per cent above that 
of the corresponding period in 1934, 
A. W. Juergens, manager of the 
department reports. 

This department sold from 10 to 20 
units a day in 1934. This year, the 
aimed-at quota was a 35 per cent 
increase over the 1934 total. 

Realizing that the volume of single 
unit sales made during the first 
months of the season was extremely 
small, Mr. Juergens decided to turn 
his force into a “highly specialized 
selling organization,” to work the 
better class neighborhoods exclusively. 
One of the outstanding features of 
the plan was for the men to devote 
added attention to presenting a 
faultless and pleasing appearance. 

Several advantages resulted from 
working specialized districts. One of 
these is that the department has 
gotten a substantial down payment 


on 95 per cent of all of the units sold 
on the “budgeted payment plan,” and 
rarely does a customer return a unit 
through failure, or inability to meet 
payments, says the appliance depart- 
ment manager. 


Mr. Juergens said that while “the 
meter plan” is in operation in the 
store, the policy is to sell against it. 
Consequently less than 4 per cent of 
the sales are made on this basis. 


To climax the seasonal drive, the 
department is offering a refrigerator 
to the clerk who turns in the most 
prospects (who eventually buy) dur- 
ing August and September. 


Rotation of the sales force work, 
so that a salesman spends one day 
on the floor and the next in the field, 
enables each man to follow up his 
prospects immediately. For promo- 
tion purposes the department has a 
spot display at the door, a _ store 
window devoted to a _ refrigeration 
exhibit, and regular newspaper ad- 
vertisements. 

Ten salesmen and a supervisor com- 
prise the selling force of the McAlpin 
store’s major electrical appliance 
department. 


Dealer Conducts Contest to Check Up on 
What Salesmen Retain from Training 


EASTON, Pa.—tTraining for sales- 
men in fundamental selling principles 
such as “Punctuality,” “Approach,” 
“Economy Story,” “How to Meet Ob- 
jections,” and “How to Close,” and a 
contest based on similar ideas, boosted 
sales for Titus & Von Bulow, Kel- 
vinator dealer here, believes R. L. 
Clark, domestic division manager of 
Raymond Rosen & Co., Kelvinator 
Philadelphia distributor. 

Robert Von Bulow, who has been in 
charge of the Kelvinator sales or- 
ganization since his company secured 
a franchise last December, conducted 
the sales training and the contest. 

Purpose of the contest was to check 
the results of the training given to 
salesmen. 

Points in the contest were awarded 
to the two teams selected on the fol- 


IF IT'S RUBBER— 
MILLER WILL FIND 
YOU THE ONE 

BEST ANSWER 


Special Service on 


SPONGE 
RUBBER PARTS 


EN years of close cooperation have 

made Miller’s technical staff part of 
the electric refrigeration industry. We 
know your problems. We have helped 
solve many of them. Sponge rubber, for 
instance. Improvements developed by 
Miller are performing valuable service 
for leading manufacturers, in new uses 
of sponge rubber. Our consulting service 
is yours for the asking. Just write Miller 
Rubber Products Co., Inc., Akron, Ohio. 


OUR EXPERIENCE 
WILL SAVE Y 
TIME AND 


lowing basis: five points to team 
whose members reported at the store 
on or before 8:30 a. m. each morn- 
ing; five points for each card, en- 
titled, “A Kelvinator Costs You 
Nothing,” filled out for a prospect; 
five points for each night call; 10 
points for each field sale, and 20 
points for each sale closed on the floor 
to new prospects. 

The Red team, captained by F. 
Soloman and composed of Salesmen 
Reichard, Simmons, and Wilson, was 
the victor in the contest, winning 
over the White team made up of W. 
Fox, captain, and Salesmen Eppler, 
Mentesana, and Stem. A dinner was 
held to celebrate the close of the 
contest, at which prizes were awarded. 


Sales Coach Is Driven 
Into Window Display; 
Result 14 Sales 


GALESBURG, Il.—Residents rubbed 
their eyes and wondered if they were 
still sleeping when the _ energetic 
morning sun revealed the _ usually- 
conservatively arranged showroom of 
the Doyle Furniture Co., here, dom- 
inated by a complete G-E motor coach 
display. 

This plan of centering the atten- 
tion upon the coach driven display 
was the work of Marc Parsons, the 
dealer for the Central Supply Co., 
and Ben Roman, sales coach pilot 
for the R. Cooper Jr., Inc. 

During the early morning hours, the 
two men removed one of the big 
front windows of the furniture store, 
set up a ramp, and drove the coach 
into the store. 

Speculations as to how the coach 
got inside the store window, continued 
for a week, and in this time 14 sales 
were made. 


Miss Scott Is New Officer 
Of Boston Sales Club 


. BOSTON—Miss Mildred S. Scott of 
Kelvinator Corp. branch at Cam- 
bridge, Mass., was recently elected 
secretary-treasurer of the “Salesman- 
ship Club of Boston” for the 1935-36 
term. 


Brunswick-Balke-Collender 
Brunswick-Balke-Collender Co. and 
subsidiaries reported June quarter 
net loss of $62,577, against $35,683 
in the June quarter last year, and 


for the first six months $159,069, 
against $21,131 in first half of 1934. 


Fairbanks, Morse & Co. 

Fairbanks, Morse & Co. and sub- 
sidiaries in the first six months had 
net profit of $376,990, after charges 
including profit of Municipal Accept- 
ance Corp. for the period, equal to 
$5.70 on 65,657 shares of 7 per cent 
cumulative preferred. stock outstand- 
ing Dec. 31, 1934, exclusive of treasury 
stock on which accumulations cur- 
rently amount to $21 a share. In the 
first half last year earnings were 
$22,228, or 3 cents a share on the 
preferred. 


> 


Actor Turns Talent to 
Selling and Succeeds 


NEWARK—Paul E. Butterworth 
has apparently turned his experience 
as an actor to advantage by drama- 
tizing his sales presentation, for as a 
novice specialty appliance salesman 
he has sold 79 Kelvinators during the 
last two months, thereby upping sales 
for Englewood commercial office of 
Public Service Corp. of New Jersey. 


Prior to joining the utility in Janu- 
ary, Mr. Butterworth had never sold 
anything but his ability to act. At 
the end of his first month of selling, 
the new salesman had sold a total 
of exactly zero number of units. At 
the end of the second month he had 
only one sale to his credit, but in 
March he sold seven, in April, 10, and 
in May, 33, and in June 46. 

During his stage career, Mr. But- 
terworth appeared in one of Ed 
Wynn’s productions. 


Refrigerator Display Tied Up with Electric 


ae 
: 


| Colorado Dealer Concentrates on Displays and 


Showroom Arrangement to Impress Prospects 


COLORADO SPRINGS, Colo.— 
“Merchandise well displayed is a good 
start towards making quotas,” ad- 
monishes Harry Warde, vice presi- 
dent of the Colorado Springs Music 
Co. 

Warde, who is one of the leading 
Westinghouse dealers in the country, 
directs most of his promotional work 
on displays, with the idea of identify- 
ing himself very closely with the 
product in the mind of the public. 

“Good displays begin with a care- 
fully planned and attractive window,” 
says Mr. Warde. 

This window should be built up 
to a point where it becomes well- 
known to the community. This 
window should be tied carefully to 
seasonable national advertising and 
local advertising efforts. 

“Then the job of display merchan- 


dise should be carried from the 
window into the store to what I 
term a working display. 

“At present we have a complete 
Westinghouse’ kitchen prominently 
located on our sales floor. Using this 
as a background we are able to put. 
a full and complete display of refrig- 


erators along both sides of the 
kitchen. 
“This departmentalizes, providing 


privacy for the salesman talking to 
a customer, and building up a 
‘refrigeration’ atmosphere.” 

As can be seen in the above photo- 
graph, care is taken to make the 
showroom as clean and well-kept as 
the living room in a home. This 
keeping the “house in order” is very 
important to a dealer who sells 
modern electrical appliances, believes 
Mr. Warde. 


There is a Delco motor for practically every 
household appliance — refrigerators, wash- 
ing machines, ironers, oil burners, and air 
conditioners. Each motoris especially suited 
to the job for which it was designed. All of 
them are manufactured with care and pre- 
cision in workmanship—and all possess the 
rugged construction which, for years, has 
been the basis of Delco’s dependable per- 


formance 


and all-round reliability. As 
the use of electric appliances widens into 
new fields—as new inventions are devised 
to lift an even greater share of household 
drudgery from the shoulders of appreciative 
housewives and husbands— Delco will be 
ready. Delco will produce motors specifi- 
cally designed to do the new work as effi- 
ciently and dependably as in the present. 


DELCO PRODUCTS CORPORATION, DAYTON, OHIO 
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Big-leaguers know 
their business 


Wuen they come to bat - - - there’s no time to figure out the answers. They have 
to know in advance how to meet every situation, every throw from the mound. Months of training 
have made their reactions - - - the waiting, or the perfectly timed swing - - - automatic and correct. 
A salesman facing a prospect has “come to bat.” For consistent success, he has to know the 


answers - - - in advance. 


A prospect usually has no patience with guesswork, or a willing- 
ness to “figure it out.’ The successful salesman must be prepared 
with thorough training and complete information. He must ke 
ready for any question, and able to give any explanations of 
interest to his prospect. Then only do we have a salesman who 
“knows his business.” 


Each new season brings new opportunities. The opportunity of 
today is with the inquiring prospect. Four years of money- 
tightness have made him an unduly reluctant spender. He wants 
for himself, for his family, and for his business the conveniences, 
the comforts, and the profits which refrigeration and air condi- 
tioning can offer. But he wants to be sure he is getting his 
money’s worth. Hundreds of thousands like him have put off 
buying till after mid-season—because they weren’t quite sure. 
Right now he could be sold, with sound reasoning based on 
complete information. 


Much of the answer to a better approach to this huge market 
of inquiring prospects is found in a better knowledge of the 


industry itself—its background, its market, and the various 
factors which affect its growth from year to year. How has a 
selling formula been developed in this growing industry during 
recent years? What is the potential market for refrigerator sales 
in your section? How has the additional service of companion 
merchandise offered new opportunities when combined with the 
refrigeration line? 


The 1935 Refrigeration and Air Conditioning MARKET DATA Book 
covers these questions, and hundreds of others. An outline of its 
contents is given on the opposite page. When combined with 
the Refrigeration and Air Conditioning DirEcToRY and the weekly 
issues of ELECTRIC REFRIGERATION NEws, it makes complete 
information always available. 


There is a big audience for your sales message, but an unusually 
skeptical one. They must be convinced that you know refrigera- 
tion—that your stock of information on any phase of the subject 
is good. The MARKET DATA Book adds greatly to this stock 
of information. 


For anyone who looks upon refrigeration and air conditioning as an opportunity 
for employment and profit, the material in this book should prove invaluable. 


BUSINESS NEWS PUBLISHING CO., 5229 Cass Ave., Detroit, Mich. 


(Order blank for the Market Data Book, the Directory, and Electric Refrigeration News on page opposite.) 


Some of the topics discussed by the editor of ELECTRIC REFRIGERATION NEWS in his informing survey on refrigeration and air 


conditioning included in the new MARKET DATA BOOK are: 


Distribution Methods, Selling Formula, Sales Training, Sales Contests, Advertising Programs, Multiple Dealerships, Department Store Sales, 
Public Utility Merchandising, The Rural Market, The Dairy Industry, Commercial Refrigeration, The Commercial Market, Refrigerated 
Trucks, Water Coolers, Apartment House Sales, All-Electric Kitchens, Quick-Frozen Foods, Gas Refrigeration, Functions of Air Conditioning, 
Humidification, Price Variations, Patents, Oil Burners, Ice and Ice Boxes, Companion Merchandise, Popular Appliances, Competition 


Problems, Special Discounts, Chiseling. 
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SPECIALTY SELLING 


Sales Contests & How to Run Them 


NO. 1—SALESMEN OFFERED EXTRA AWARDS 
FOR ADHERING TO 12-POINT PROGRAM 


By John Kumler 


HE most lamentable thing in 

specialty selling, is to view a 
salesman standing on the street try- 
ing to figure what to do next—where 
to go next. 

It’s tragic. 

Harry Moock, vice president and 
aggressive sales manager of Plymouth 
Motors, proved the value of an 
organized day for Plymouth salesmen. 

“Tf,” he said, “and only if you 
really want to double your income— 
and will work like hell to do it—we’ll 
tell you how.” 

He did just that very thing by 
outlining an 18-point daily program, 
which by test proved that the average 
salesman can more than double his 
sales if he operates religiously on a 
definite daily schedule. 

We could give you the schedule, but 
feeling you’d rather hear how it can 
do a job for you in your own field, 
we'll tell you how this idea was 
applied by Ice-O-Matic in a dealer- 
salesmen’s educational sales contest. 

It took the form ofa “Daily Dozen,” 
a plan to systematically “keep fit.” 
with a 12-point daily program. The 
following 12 points make up the 
program: 

1. Up at 6:30 a. m.—and get to the 
office by 8 a. m. 

2. Spend 30 minutes planning your 
days’ work carefully. 

3. Call on two owners or friends 
seeking prospects from them. 

4. Call on three prospects. 

5. Quit at noon and rest until 
1:30 p. m. 

6. Call on two owners or friends 
seeking prospects. 

7. Call on three prospects. 

8. Phone three people for demon- 
strations and write to five. 

9. Quit at 4:30 p. m.—get early 
dinner—get in your first evening 
demonstration at 7 p. m. 

10. Get in at least two evening 
demonstrations five days a week. 

11. Get home and to bed by 10 p. m. 

12 Resolve to ask for the order 


and ask for it often, on every ex- 
posure. 

Every salesman to enter this con- 
test signed the pledge to do these 
things for 30 days—and make a daily 
report on them. This report was in 
mimeograph form. As a reward for 
undertaking this program,  Ice-O- 
Matic offered a bonus to all contest- 
ants. 

Cash—on total sales for contest: 
Over $ 300 but under $ 450—1% bonus 
Over 450 but under 600—2% bonus 
Over 600 but under 800—3% bonus 
Over 800 but under 1000—4% bonus 
Over 1000 a bonus of 5%. 


Furthermore, it was agreed that 
five points would be given every 
contestant for each daily report re- 
ceived on the Daily Dozen—and that 
these points could be added to total 
sales and thus get a contestant into 
the next higher bonus percentage 
bracket. 

For example: If a salesman got in 
25 reports he would get 125 points 
credit (at five points for each). If 
his sales were, for example, $700 by 
adding in these 125 points his total 
would reach $825. Above $800, 4 per 
cent bonus was paid—whereas with- 
out these extra report points, he’d 
only get 3 per cent bonus. 

The bonus is paid, however, only 
on cash sales actually made—and 
not on report points—which only help 
get the higher percentage. 

Thus the contestant actually gets 
4 per cent on $700 or a bonus of $28. 
Had he made few or no reports, he 
would have only received 3 per cent 
on $700 or $21 bonus. So it was worth 
in this case $7 for making the daily 
reports. 

In this contest the urge and re- 
wards are there for more sales, but 
the heart of the plan is the fact that 
a month of trying to carry out a full, 
well organized day is going to make 
a better salesman of every one who 
tries it—and increase the present and 
future sales of all who do. 


John Kumler, who has supplied the 
material for a series of condensed 
how-to-do-it articles on running sales 
contests and cannes the user campaigns 
which will ap- 
pear in ELec- 
TRIC REFRIGERA- 
TION NEWS 
during August, 
is one of the 
best known 
authorities on 
selling helps 
known to the 
electric refrig- 
eration indus- 
try. 

At one time 


said? add 
JOHN KUMLER 


or another Mr. Kumler has devised, 


staged, and promoted sales contests 
for most of the manufacturers in the 
industry. Just now he is engaged in 
providing a contest-a-month plan for 
Crosley dealers throughout the coun- 
try. 

Readers who want further informa- 
tion about the contests outlined in 
this and succeeding issues, or who 
may desire help in directing and 
promoting these contests, may write 
Mr. Kumler at Buckley, Dement & 
Co., 1300 Jackson Blvd., Chicago. 

Each of the plans presented in the 
News have been used _ successfully. 
They have been selected from Mr. 
Kumler’s extensive files by the edi- 
tors, and represent “the cream of the 
crop.” 


‘Mr. & Mrs.’ Sales Force Operating in Basement 
(Where Men Shop) Is Used by Long Beach Store 


LONG BEACH, Calif—Employment 
of a “Mr.-and-Mrs.” sales force, a 
move to the basement from an upper 
floor, and a novel tie-in with two local 
theaters, are three factors that have 
boosted electric refrigeration sales 
this summer at Buffum’s, large de- 
partment store here, reports Erik 
Flamer, buyer for the electrical appli- 
ance department. 

Basis of the “one man’s family” 
promotion, is the employment of a 
man and his wife with sales experi- 
ence, who are given a _ substantial 
drawing account and freedom of 
action in the major appliance section. 

“Advantages of this plan are obvi- 
ous,” declares Mr. Flamer. “Due to a 
common interest, there is no false 
competition or jealousy between this 
sales-crew. Excellent team work is 
possible, for one works outside and 
one on the floor at all times. 
Thoroughly conversant with the 
woman-prospect’s angle in refrigera- 
tion sales, the wife covers floor-selling. 

“Much of the ‘closing’ work on con- 
tracts made by the floor salesman is 
done by the outside man. The couple 
has been unusually successful in 
tying-in the sale of other major 
appliances with refrigerators, thus 
boosting the unit sale and working 
toward complete electric kitchens.” 

Equally effective as a sales-producer 
has been the department’s change. of 
position to the store basement, where 
it occupies space directly at the foot 
of the stairway. This move has 
increased the number of men contacts 
by several hundred per cent. 

Not only contacts, but actual sales 
to men have been increased, Mr. 
Flamer’ reports. Where practically 
100 per cent of the refrigerators sold 


previously were bought by women 
buyers, now 30 to 40 per cent of the 
sales are to men, says Mr. Flamer. 
This male invasion of the depart- 
ment has stimulated use of the Fed- 
eral Housing Act loans for electrical 
appliance purchases, since 70 per cent 
of all major appliances, including 
refrigerators, are now bought under 
the FHA provisions. Remaining 30 
per cent of sales are cash purchases. 


Third aspect of the sales-promotion 
program, the theater tie-in, active 
during July, was also a tie-in with 
the National Housing Act. During 
each of the theater performances the 
administrator of the act spoke from 
the stage for a short period. 


A refrigerator, washer, and ironer 
were displayed in the lobby of the 
theater, with a card featuring 
Buffum’s name, and stating that these 
articles could be purchased on char- 
acter loans under the National Hous- 
ing Act provisions. Literature con- 
sisting of a Frigidaire folder, a 
government pamphlet, and advertis- 
ing copy from the department stone, 
were distributed at ‘the theater door. 


Radio salesmen, whose sales volume 
decreases markedly during the refrig- 
eration season, were allowed to sell 
refrigerators on an outside canvass 
basis. This also added to the depart- 
ment’s sales total. 


Buffum’s refrigeration departments 
feature only one _ line—Frigidaire. 
From the standpoint of publicity, fac- 
tory cooperation, and display, this 
policy is highly desirable, Mr. Flamer 
considers. It also prevents customers 
from becoming confused when con- 
fronted with a large array of different 
makes. 


New Orleans Dealers 
Overcome Slump with 
Cooperative Campaign 


NEW ORLEANS—Faced with a 
serious drop in sales, the result of a 
general business slump and a de-. 
structive price-cutting war between 
New Orleans ice companies, electric 
refrigeration distributors, dealers, and 
the utility succeeded in keeping sales 
up to their 1934 levels through an in- 
tensive campaign of institutional ad- 
vertising. 

As early as April, sales began to 
drop off. The city’s largest payroll had 
been cut almost in half, and drastic 
reductions in both retail and whole- 
sale ice prices made the selling of 
electric refrigerators as a household 
economy unusually difficult. 


Band Together with Utility 

Distributors, dealers, and the utility, 
New Orleans Public Service Co., 
banded together under the name of 
the Electrical Refrigeration Associa- 
tion, decided to combat this situation 
through cooperative advertising. 

Motive back of the campaign was 
to sell the New Orleans public the 
idea of electric refrigeration and its 
advantages, with price and make 
only incidental to the main theme. 

To this end, the association sched- 
uled newspaper’ space, prepared 
special boards for display in front of 
street railway cars, and contracted 
for regular “spot” radio announce- 
ments over local stations. 


No Favorites in Advertising 

The newspaper campaign used 
quarter-page displays in all local 
papers, and was run at regular inter- 
vals. Designed to appeal to both men 
and women, the _ advertisements 
stressed the various features of 
mechanical refrigeration — economy, 
safety, convenience, better food 
preservation, lower food costs, and 
general all-around utility. 

To keep the campaign strictly non- 
partisan, a different make of refrig- 
erator was used as the illustration 
in each advertisement. No trade 
names, however, were mentioned. 

The radio offensive, carefully pre- 
pared, consisted of one-minute “spot” 
talks on mechanical refrigeration, 
sandwiched in between chain pro- 
grams which interested a large class 
of “family type” listeners. These talks 
were on the air several times daily. 


Contest for Salesmen 

Later in the campaign, the associa- 
tion, at the suggestion of E. N. 
Avengo of the New Orleans Public 
Service Co., added a prize contest for 
salesmen, based on the largest number 
of cubic feet of electric refrigeration 
sold within a definite period. 

The prize, $100, was won by Ted 
Eckert, salesman for D. H. Holmes, 
Ltd., Norge dealer. 

Judged solely by comparative 1934 
and 1935 sales figures, the campaign 
was not a success, its sponsors readily 
acknowledge. 

With all conditions considered, 
however, association members feel 
that it overcame what otherwise 
would have been a very lean summer 
for electric refrigeration, meeting ice 
company competition successfully, and 
keeping sales at their 1934 marks. 

In addition, it laid the groundwork 
for future sales by building the idea 
of electric refrigeration and its many 
advantages in the minds of New 
Orleans residents. By this alone, 
members feel, it has served its pur- 
pose, and justified its cost. 


Salesman Gets 102 Orders 
In 97 Days Using Sales 
Plans Made by Factory 


ELMHURST, Ill.—One hundred and 
two Kelvinators sold in 97 working 
days (exactly as many as he sold in 
all 365 days in 1934), through the use 
of factory sales plans, is the record 
hung up June 20 by C. C. Chambers, 
salesman with Soukup Hardware 
Store, Kelvinator dealer in this city of 
only 14,000 population. 

To tie his 1934 record, Mr. Cham- 
bers made three sales on the ninety- 
seventh day, including one SD-903 
model. Included in the 102 sales were 
33 deluxe and super deluxe models. 

Another factor which helped Mr. 
Chambers in establishing his remark- 
able sales record was the placing of 
display models on the store floor. 

When the store received its Kelvina- 
tor franchise last February, there was 
only one place to put the display 
models—right in front of the door. 
Located in that position, the Kelvin- 
ators are seen by everyone coming 
into the store, and Mr. Chambers 
makes good use of this situation. 


Woodward & Lothrop Will 
Sell Crosley Line 


WASHINGTON, D. C.—Woodward 
& Lothrop of this city has been 
appointed dealer for Crosley electric 
refrigerators by Lincoln Sales Corp., 
C. Howard Buchwald, president of 
Lincoln Sales Corp., reports. 


, Saeeiaie tet Geka et Ss 


Be ar ee eR ee 


Big- fable faa 
their business 


When a batter faces the pitcher, as when a salesman faces the 
prospect—there’s no time to figure out the answers. Big-leaguers 
in baseball, and big-leaguers in refrigeration salesmanship, have 
to be prepared in advance with thorough training and complete 


knowledge of their trade. 


They have to “know their business.” 


The new MARKET DATA Book, added to the Directory, and 
ELECTRIC REFRIGERATION NEWS, makes detailed and authoritative 


information always available. 


The Refrigeration & Air Conditioning 
Market Data Book Contents 


Development of the Industry...... 9 


A clear and interesting account of 
the development of refrigeration and 
air conditioning during recent years. 
Companies and products, methods and 
designs, problems and remedies are 
discussed and interpreted with utter 
frankness by the editor of ELectric 
REFRIGERATION NEWS. 


Refrigeration Statistics (Analysis) 29 


An account of the methods used in 
compiling the statistical information 
to follow, and a short survey of the 
recent sales record as condensed 
from this information. 


ee Ro csacveessvieoed 31 


An outline of the varied merchandis- 
ing activities of distributors and 
dealers, and an analysis (supported 
by statistics and charts) of the lines 
of merchandise sold. 


Air Conditioning Survey ......... 40 


The story of the rapid growth of 
the air conditioning industry during 
the past few years, illustrated by 
Statistics on household, commercial, 
and railroad installations. 


Household Electric Refrigeration 56 


An analysis of household sales in 
recent years, with charts showing the 
growth of the industry, the percent- 
age of saturation of the market, and 
the comparison with the ice refrig- 
eration industry. 


Real Property Inventory 
Te ee oe aera 65 


United States survey of residential 
conditions in 64 American cities. 


Polk Consumers Census ........ 68 


A study of refrigeration ownership 
in 22 cities. 


Commercial Electric 
a 5 os vide chaekes bs 74 


An analysis of sales of commercial 
refrigerators, water coolers, ice cream 
cabinets, and commercial machines. 


Industrial Refrigeration Sales..... 80 


Chart showing industrial refrigerat- 
ing machinery sales, from 1900 to 
1934. 


Sales of Other Appliances....... 82 
The record in recent years on sales 
of oil burners, electric irons, electric 
ranges, vacuum cleaners, clothes 
washers, and miscellaneous household 
electrical appliances. 


ee ee eee 90 


Tabulations and chart showing sales 
of radios since 1922. 


Passenger Automobile 
EN, eee en bab kx 4. chsh i alee 93 


Tabulations of automobile registra- 
tions by states, and chart of produc- 
tion volume (since 1900), valuable as 
an index to changes in consumer 
buying power. 


U. S. Government Data.......... 95 


Census figures and their analysis 
for the various types of electric 
refrigeration. Analysis of refrigera- 
tion and radio excise taxes. 


Energy Used by 
Electric Appliances ............ 100 


Chart, tabulation, and analysis of 
comparative electric energy used by 
various electric appliances. 


Refrigeration Exports ......... 102 


A study of household and commer- 
cial refrigeration exports since 1926. 


Nema Statistics <.........0000. 119 


Detailed data on sales by the princi- 
pal manufacturing companies since 
1928. This data is classified by 
products, and monthly totals are 
included. Charts and tabulations make 
the information easy to grasp. Ex- 


_ planations and analyses are included 


as a guide to the data presented. 
Monthly Nema sales classified by 
states are included for 1935. 


Refrigeration Advertising ...... 197 


A tabulation of the expenditures of 
refrigeration companies on advertis- 
ing in national magazines since 1928, 
giving annual figures and percentages 
used by the various companies in 
each magazine. 


Wired Homes and 
Potential Markets ............. 207 


Classification showing the number 
of wired homes and the potential 
market for electric refrigeration, by 
towns, cities, counties, and states. 


Electric Service in U. S......... 259 


An analysis of commercial and do- 
mestic consumption of electric cur- 
rent, with tabulations by states. 


Analysis of Trading Areas...... 264 


A study of trading areas, classified 
by states and principal cities. 


Review of 1934 News.......... 267 


A condensed and correlated record 
of the important events in the indus- 
try, as reported in the weekly issues 
of Exvectric REFRIGERATION NEws dur- 
ing the year 1934. 


Business News Publishing Co. 
5229 Cass Ave., Detroit, Mich. 


O Send me the ees Refrigeration and Air Conditioning Market Data Book. 


Enclosed is $3.00 


Send me the 1935 Refrigeration and Air Conditioning Directory. Enclosed is $3.00. 


Enclosed is e658, combination rate for Electric Refrigeration News and both 


oO 
O Enclosed is $5.00, combination rate for both the above books. = 
Oo 


the above books 


(The above rates apply only in the United States and ee 8 and Pan- 


American Postal U 


nion countries. For other countries see page 
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Profiting on Romance 


ETTING married has become mighty 

fashionable and mighty popular this year. 
That portion of the “Vital Statistics” devoted 
to “Marriage Licenses Issued” is occupying 
longer and longer column space in the news- 
papers, while the society and neighborhood pages 
are replete with pictures of radiant young 
women enshrined in white veils. Although 
national statistics on the subject do not seem 
to be available at the moment, numbers of cities 
are reporting that marriage license registrations 
so far in 1935 are higher than have been recorded 
in any similar period during the last several 
years. Readers can easily check with local 
bureaus to see what the score is in their own 
cities. 


Omen of Returning Prosperity 


Obviously this rush to assume the bonds of 
matrimony in exchange for the fulfillment of 
connubial bliss is an omen of returning pros- 
perity. During the depression thousands of 
couples were forced to postpone their reading 
of the nuptial vows because the prospective 
groom couldn’t find a job, or because the job 
he did have did not pay him well enough to 


support a wife and family. Today wages are 


higher, employment is on the increase, optimism 
is in the air, and couples are happily deciding 
that they have waited long enough for the right 
to become Mr. & Mrs. Hence, in addition to the 
normal run of marriages, it happens that preach- 
ers, priests, rabbis, justices of the peace, and 
ship captains are hearing “I do” from couples 
which are “holdovers” from 1931, 1932, 1933, 
and 1934. 


To dealers and salesmen of household electric 
refrigerators this splurge of weddings comes 
as a bonanza. Commercial refrigeration sales- 
men may not be so happy about it, for every 
wedding probably means at least one and possibly 
two less customers for restaurants and clubs. 
But to the man who is selling individual refrig- 
eration for families, this increase in the number 
of his prospects should be as welcome as 
scorching weather. 


Newlyweds in Favorable Mood 


In the first place, a certain percentage of 
these newlyweds will set up housekeeping in 
homes of their own. These couples are “naturals” 
for the salesmen. Catching the proud husband 
at a time when nothing is too good for his 
adoring young bride, it’s comparatively easy to 
sign him up—particularly when, as is true for 
the first time this year, no down payment is 
required. Frequently, if the salesman follows 
the news of engagements, the bride’s father can 
be sold on the idea of furnishing an electric 
refrigerator as a wedding present. 


Most of these Cupid-caught couples will set 
up housekeeping in apartments. Many of them 
will have come from homes where they enjoyed 
the convenience of electric refrigeration, and 


will demand the same service from the landlords 
of their new dwellings. Moreover, apartments 
which have previously been occupied by single 
men and women—and thus not so apt to be used 
for the getting of meals as those occupied by 
wedded people—will now be in demand more 
and more by returned honeymooners. That 
factor, of course, will also act to bring pressure 
upon recalcitrant apartment operators to install 
modern refrigeration equipment. 


Budget-Saving Story Is Effective 


Just-married couples these days are gener- 
ally budget-conscious, and the salesman who tells 
a good economy story in terms of actual dollars 
and cents which can be saved every week 
through quantity food purchases, using left- 
overs, and elimination of spoilage, finds an eager 
and appreciative audience in the pair which has 
just begun the apportionment of a salary over 
the various items of expense which are required 
to run a home. Their habits have not yet had 
time to jell, and salesmen often find them the 
most receptive of listeners. 


Home Economists Get Good Reception 


Home economists are especially useful in 
cultivating the newlywed market. Brides are 
generally more apt to be interested in advice 
from these domestic science practicioners than 
women who have been running their own house- 
holds for years and years; and it shouldn’t be 
hard for the home economist to convince the 
bride that she simply can’t run her kitchen 
economically without an electric refrigerator— 
to say nothing of the value of this appliance in 
relieving her from drudgery, worry, and long 
hours. Some organizations have even assigned 
the actual selling of all just-married prospects 
to the home economists on their staffs. 


However you may go about it, one thing 
seems certain: the bridal wave of 1935 is bring- 
ing on its crest a flood of prospects for household 
refrigerators, prospects who should be relatively 
easy to sell. August should be a good month 
for cleaning out all such names from prospect 
lists by getting the orders. 


WHAT OTHERS SAY 


More Business and More Profits 


ANY people predict a business boom for this 
M country in the coming months. They say it is 
inevitable. At all events, business is increasing rapidly 
and the electrical industry is leading the advance. 
Pessimists about the future of the electrical industry will 
do well to turn their attention from Washington to the 
realities of the business. The facts show that the industry 
is having an encouraging increase in sales with a 
corresponding increase in gross and net earnings. It is 
on the verge of prosperity equal to that of the past. 

Energy sales of utilities exceed boom-day values for 
the corresponding period. Gross and net earnings of 
utilities, manufacturers, wholesalers, and retailers are 
generally above the values for last year and are increas- 
ing. All quotas’ for business volume by individual enter- 
prises are being exceeded. Electric service and electric 
products are in demand. : 

But what about money and credit? Conditions were 
never better. Already utilities have refunded some 
$450,000,000 of bonds at the lowest rate of interest known 
in recent years. Banks and security houses are swamped 
with negotiations for more refunding. It looks like a 
$600,000,000 to $800,000,000 bond year with a coming pick-up 
in investor demand for equity securities. Utility credit 
is second only to government credit. Bond prices are 
back to 1929 levels, stock prices are steadily increasing. 
Hard-boiled owners of dollars by their acts show that 
they believe utilities afford the best investment of this 
period. These facts reflect business judgment, not the 
political fogs of Washington. Electrical manufacturers 
likewise have good earnings and good credit. 

We believe the electrical industry itself does not have 
adequate knowledge of the business outlook and of its 
opportunities for expansion. Exceeded quotas are looked 
upon as accidents and not as positive indicators. Execu- 
tive attention, money and man-power are being used too 
casually. The industry is relaxed and rather content 
with the status quo, because red has turned to black 
on the books. It is not aggressive in its endeavors to 
expand sales, service, and facilities. This is quite natural. 
The upturn in business has occurred rapidly. There 
have been four difficult years of hard times. The weather 
and the season are not conducive to action. Permanent 
business expansion may not be here. Any of many factors 
may explain the industry’s bad psychological condition. 

But this attitude is not good business. It does not 
conform to past records of the industry. Capital and 
consumer goods are on the move and there is competition 
for the new business between industries. However 
popular electric service and electric products, they must 
be sold. The prosperity of the electrical industry now, 
as always, lies in the hands of its own executives. An 
opportunity beckons. The time for commercial action 
is right now.—Electrical World. 


LETTERS 


Supply Jobbers Will Sell 


Refrigeration Publications 


J. M. Oberc, Inc. 
Wholesale Refrigeration Supplies 
1203 Stanley Ave., Detroit 

Publisher: 

This is in reply to your letter with 
reference to distribution of ELEctrIC 
REFRIGERATION NEWS. 

I think your idea a good one, and 
I just wonder why no one thought of 
it before. We shall be glad to sell the 
News over the counter, and endeavor 
to obtain subscriptions for you. 

Up to this time, the service engi- 
neers quite frequently used our copies 
of the News which we have had 
bound in book form, and which is 
always available to the men—and as 
a result we have turned in quite a 
few subscriptions. ; 

The items by Mr. Newcum are 
splendid, and I hope that some day 
soon you will be able to gather all 
of the data which has regularly been 
appearing in the News in one volume. 
There should be a darn good market 
for this. 

J. M. OBERC. 

Answer: We are glad to know of 
your interest in the proposed plan for 
making ELectric REFRIGERATION NEWS 
and other publications of this com- 
pany available to service men who 
call at your retail sales counter. 
Special subscription blanks, counter 
signs, and full information will be 
furnished in the near future. 

For various reasons we do not care 
to sell our publications through news- 
stands, but we believe that arrange- 
ments can be made so -that jobbers 
dealing in refrigeration parts and 
supplies may be able to make imme- 
diate delivery of papers and books to 
over-the-counter customers and that 
it will work out to the advantage and 
convenience of all concerned. 


A Very Good Idea 


William M. Orr Co. 
Refrigeration and Air Conditioning 
Supplies 
1228-30 Brighton Rd., Pittsburgh 

Publisher: 

We thank you for the REFRIGERATION 
News, July 24 issue, which you are 
sending us. We will see to it that 
these are distributed among the 
service men in this territory. 

We have been reading with interest, 
your detailed reports covering the 
explosion in Chicago. 

In regard to the offer of selling the 
REFRIGERATION News in this territory, 
we think this is a very good idea, and 
are very glad to cooperate with you. 
If you will send us blanks covering 
subscriptions for the News, we will 
immediately put this into effect. We 
are operating five salesmen through- 
out the Pittsburgh-Tri State area and 
are certain that we can sell quite a 
few subscriptions. 


H. A. Daum. 
Answer: See above. 


Service Manual Welcomed 


Refrigeration Service, Inc. 
Distributors of 
Refrigeration Supplies and 
Accessories 
3109 Beverly Blvd., Los Angeles 
Publisher: 


Although the copies of the July 24 
ELEcTrRIC REFRIGERATION News have not 
yet arrived, I will be very glad to 
distribute them among the dealers 
and service men who purchase sup- 
plies over our counter. I think you 
are taking a very fine attitude in this 
connection and I am sure the infor- 
mation being furnished will be valu- 
able to some of those who are not 
acquainted with the extreme danger 
of handling compressed oxygen. 

As a matter of fact, our company 
carries two _ subscriptions to the 
News regularly and one copy is 
always available to dealers and serv- 
ice men who must wait here at any 
time for material. These copies are 
read with interest by a number of 
men and it is our hope that some of 
the readers eventually turn out to be 
new subscribers. The possibility of 
furthering the sale of the News and 
REFRIGERATION DIRECTORY seems very 
interesting and should provide you 
with some new subscribers who are 
not at all acquainted with the work 
which your publication is doing. 

We have also been quite interested 
in the Service Manual which Mr. 
Taubeneck has indicated would be 
published at some time in the future 
and I have several times intended to 
write you to determine whether this 
Service Manual could be sold through 
jobbers like our own company. We 
have been handling the Official Re- 
frigeration Service Manual and also 
the Official Air Conditioning Manual, 
which as you know are published by 
the Gernsbach Publishing Co. in New 
York and which, as far as we know 
are the only ones just now available 
to the service trade. The Service 
Manual has been sold for about three 
years now and I believe that we have 
moved about a hundred to two hun- 
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dred copies since they were first 
placed in stock. 

Even this Manual leaves much to 
be desired because it contains a great 
deal of duplication and also omits 
essential information on quite a num- 
ber of units which really should be 
described. His duplication of mate- 
rial is due to the fact that he has 
seemingly copied verbatum, material 
from manufacturer’s service manuals 
and of course, in a number of cases, 
several different manuals describe the 
operation and adjustment of the same 
piece of equipment. 

I am sure that with the reputation 
your publication has in the refrigera- 
tion industry, a service manual issued 
under your name, would certainly be 
well received by service men in gen- 
eral. The service information which 
has. been appearing in the News for 
some time should also tend to in- 
crease your number of service men 
readers because I have heard com- 
plaints in the past, that most of your 
information concerned sales and was 
of no interest to the service trade. 

When you have additional informa- 
tion on either the sale of the News 
or the new Service Manual, I would 
appreciate having you write me re- 
garding it. 

L. P. RotrH. 

Answer: See above. 


Need for Service Training 


Utilities Engineering Sales Co. . 

410 North Wells St., Chicago 
Publisher: 

As requested, we will distribute the 
sample copies of ELECTRIC REFRIGERA- 
TION News to refrigeration and air- 
conditioning service men visiting our 
store. 

As you have correctly indicated, the 
explosion that occurred recently in 
Chicago brings out very nicely the 
need for proper training of installa- 
tion and service men. 

In my experience with our associ- 
ate organization, Utilities Engineer- 
ing Institute, it has been my privilege 
almost daily to read letters from 
various of our trained men that relate 
instances and experiences encount- 
ered in the field, which indicate some 
of the unsafe and unsound practices 
of installation and service men who 
are either untrained or claim to have 
an insignificant amount of so-called 
“factory training.” 

Having had this experience I am 
firmly convinced that the proper 
training of installation and _ service 
men in refrigeration and air condi- 
tioning is highly important and un- 
less this training has been delivered 
under proper guidance and is suffi- 
ciently thorough to include all of the 
necessary knowledge, that it may be 
worse than no training at all. 

While articles and books on the 
subject are helpful as a guide to 
properly trained men, or for supple- 
mentary use in resident schools, I 
believe that they are dangerous 


-weapons when used by untrained, or 


only partially trained service men 
who, unfortunately, comprise a very 
large proportion of the men employed 
in this field. 

I do not believe that anything short 
of a complete, well organized course 
of training, delivered under proper 
guidance of experienced instructors, 
can do a safe and sound job of 
training service men. Further, that 
service is already capably performed 
by Utilities Engineering Institute, and 
perhaps a very few of the other 
refrigeration schools that have come 
into existence during the past year 
or so. 

Our organization, as well as Utili- 
ties Engineering Institute, has always 
recommended your publication and 
we shall be very glad to continue to 
recommend your publication. 

E. P. SorENSEN. 


Glacier Refrigerator 


Ansul Chemical Co. 
Marinette, Wis. 
Editor: 

In your July 17 issue, query No. 
2346 requests information on the 
Glacier electric refrigerator. 

In going through my old files, I 
find a pamphlet on the Glacier Iceless 
Refrigerator, which was at one time, 
manufactured by the Star Refriger- 
ator Co. at 10 East Ave. N., Hamilton, 
Ont., Canada. They also had a 
Toronto office. I believe this pamphlet 
must be at least 10 years old. The 
machine was of the regular recipro- 
cating type and sold for $150 exclu- 
sive of cabinet. 

In back of my mind, I seem to 
recall that an iceless refrigerator was 
at one time manufactured under the 
trade name of “Glacier.” I am not 
able to verify this however, nor can 
I find any record of “Glacier” refrig- 
erating machines being manufactured 
in this country. 

H. V. Hiciey, 


ee Hs Secretary. 
Lot of Good from It 


Wapakoneta, Ohio 
Editor: 

I have been fortunate in receiving 
your wonderful paper. I believe it is 
the most up to the minute industrial 
paper published. I sure get a lot of 
good from it. 

I was employed at the Frigidaire 
Corp. at Dayton ’til the first of May. 

; LowELL KIMMICK. 
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ELECTRIC REFRIGERATION NEWS, AUGUST 7, 1935 


Seriousness Marks Meetings and Dinners at Stewart-Warners Radio Convention 


Running conventions off on schedule is a serious business to these Stewart-Warner executives. 


Salesmanager Ditzell explain the new Ferrodyne series. 
the pastry list. M. W. Thompson, assistant advertising manager, awaits his pleasure. (4) “I'll have apple pie,” says Mr. Cross. “The same, 
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Meter Shows Current Consumption of 
Norge in Distributor’s Window 


TUCSON, Ariz.—Central _ selling 
theme utilized by the Tidmarsh Engi- 
neering Co., Norge refrigerator dis- 
tributor, in its proof-selling program 
this year was the economy appeal. 

As a means of proving its economy 
selling argument, the company placed 
a refrigerator, connected with a 
meter, in the window of its store, 
exhibiting a running record of its 
current consumption. 

The demonstration was followed by 
the personal contact claim that the 
unit would operate at a minimum 
cost. If the prospect wanted further 
proof, the salesman installed a 


machine, equipped wtih meter and 
thermometer, in the home for a 
one-day test. 

Home tests were made only for 
those customers who agreed to buy 
the refrigerator if it lived up to the 
dealer’s claims. The Tidmarsh or- 
ganization never leaves a machine in 
a home longer than one week. 

Another “proof selling’? demonstra- 
tion is used in proving the sealed ice 
compartment claim. An onion is 
placed in the refrigerator and ice 
cubes frozen, with the prospect in- 
vited to try to detect an onion flavor 
in the ice cube. 


What Makes People Buy 


Author: Donald A. Laird. Publisher: 
McGraw-Hill Book Co., Inc. Pages: 
227. Price: $2.50. 

ROF. DONALD A. LAIRD of the 

Psychological Laboratory, Hamil- 
ton, N. Y., comes out of the class- 
room and laboratory in this book and 
walks into the sales conference room 
translating the fundamental motives 
which control buying into practical 
applications which can be used by the 
specialty salesman every day he 
works. 

Utilizing the principles of psycho- 
analysis as promulgated by Dr. Sig- 
mund Freud of Vienna, the analytical 
psychology of Dr. Alfred Adler, now 
of the United States, the author digs 
deep into the hidden layers of the 
customer’s mind, and shows salesmen 
what really is there. 


The first six chapters are intended 
to give an insight into underlying 
human motives; the succeeding chap- 
ters are offered as a basis for sales 
technique. Each is packed with work- 
out-able suggestions which should be 
worth dollars and cents to dealers, 
salesmen—in fact everybody in any 
specialty selling organization. 

Laird presents what modern psy- 
chology has found out about cus- 
tomers and salesmen in order to 
demonstrate that “the cost of selling 
can be lowered by laying a scientific 
yet practical foundation enabling each 
man to increase the volume of his 
sales.” 

Insight into the customer’s mind 
and empathy—a sympathetic under- 
standing of the consumer’s mind— are 
essentials of good salesmanship, he 
begins. 

Deep down in the “unconscious” 
the customer has four main motives 
for buying—namely, the desire to buy 
through a feeling of personal in- 
adequacy, the desire to purchase 
romance, the desire to live forever, 
and the unconscious desire for mas- 
culinity. 

The unconscious desire to be more 
“adequate” is the hidden base from 
which tendencies to buy things other 
than strict necessities start. Those 
who desire to be more adequate in- 
clude the “timid, bashful soul,” the 
apparently confident man who is con- 
tinually apologizing for something, 
the proud, conceited, bragging con- 
sumer, the lying and overbuying con- 
sumer, small people, those with de- 
fects of. some description, the poorly 
educated man, etc. 


Illustrating this principle the author 
says: “Naturally, this unconscious 
desire for more adequacy makes the 
average customer push himself into 
the limelight in one way or another. 
. . . Air-conditioning equipment may 
interest him largely because it has 
been pointed out that people will know 
about it the minute they step into the 
house—ordinarily he does not like to 
buy things people will not see or 
know about, a handicap in selling 
many intangibles.” 

Womankind, says the author, seems 
to be more preoccupied with making 
an impression on others than men. 


This is the reason she is more in- 
clined to spend money fixing up the 
living room and front part of the 
house, which friends and neighbors 
are more likely to see, than the 
kitchen and laundry. 

Kitchen and laundry equipment may 
be sold, however, through appealing 
to the desire for personal adequacy, 


by stressing the time and energy it. 


can save. 

“Save the average human’s energy,” 
says Mr. Laird, “save his time, let 
him feel and see the power of the 
machine, let him see how it will 
show others he is intelligent or pro- 
gressive or thrifty or has good taste 
—do these and you give him some of 
the power he so seriously, yet blindly, 
seeks. And you will also likely have 
lessened the cost of selling by being 
in step with the desire to be more 
adequate.” 

Desire for romance is another 
reason for buying. All people like to 
be liked by and be with the opposite 
sex. This quality in humans leads to 
the purchase of many things—per- 
sonal clothing, labor-saving devices so 
the housewife may keep young look- 
ing, insurance, etc. 

“There will be trouble selling the 
young housewife an electric refriger- 
ator at least so long as the pleasant 
iceman says, ‘Lady, that was the best 
apple pie I ever ate you had on the 
icebox yesterday; wish I had some- 
one who could bake like that.’” 

The third unconscious desire which 
explains why the average customer 
buys things he actually does not need 
to keep alive is the unconscious desire 
for life. 

This. desire leads to the purchase of 
safety glass and_ skidproof tires, 
tissues instead of handkerchiefs to 
better control germs, coffee with 
caffeine taken out, etc. 

Desire for security is marked in 
some persons, and leads them to buy 
the cheapest articles. They may be- 
lieve they buy them to save money, 
but they are really buying cheaper 
articles to save money for greater 
security in declining years. 

“This makes it clear why it should 
be clearly stated that the refrigerant 
in the electric refrigerator is harm- 
less, that the oil burner will never 
explode, that there can never be a 
shock from the electric iron or 
vacuum cleaner,” warns the author. 
“There is more death-fear lurking 
around these common subjects in the 
average consumer’s head than the 
salesman realizes.” 

In the final chapter, “What the 
Sales Manager Needs,” the author 
states that the sales manager’s job is 
handling men, rather than dealing 
with customers. Selling experience is 
necessary to give him first-hand 
knowledge of his men’s problems, but 
ability to analyze is the prime 
requisite of a good sales manager. 

Native intelligence has a great deal 
more to do with the success of the 
sales manager than many people 
think, Mr. Laird’s surveys show. “Suc- 
cessful sales managers have been 
found to be of an ambivert personality 
make-up, rather than the distinct 
extrovert which goes best in personal 
selling.” 

The sales manager, in addition to 
ability to plan and to mingle with 
people, needs aggressiveness and in- 
itiative. ; 

Included in this chapter is an an- 
alysis form by means of which the 
potential success of an individual as 
a sales manager may be estimated. 


Associated System Nets | 
Total of 27,557 Units 
In Special Sales Drive 


NEW YORK CITY—Refrigerator 
sales made during the load builders’ 
campaign recently conducted by the 
Associated Gas & Electric Co. have 
reached a total of 27,557 electric units, 
or 108.5 per cent of quota, and 1,408 
gas units, or 86.9 per cent of quota. 
Final reports from all the properties 
have not been received. 

To date, South Carolina leads the 
properties in the electric field with 
213.4 per cent of quota, while Florida 
follows in second place with 178.6 per 
cent. 

In the sales of gas appliances, 
Florida leads with 436.5 per cent of 
quota, with South Carolina second 
with 234.3 per cent. 


PWA to Give Instructions 
On Use of Appliances 


WASHINGTON, D. C.—The Federal 
government is planning to set up a 
school for prospective managers of 
Federal slum clearance projects, to 
train them in teaching slum dwellers 
how to use the various gadgets with 
which their ultra-modern apartments 
will be equipped. 

Many slum dwellers, PWA reports, 
need to be taught how to use electric 
refrigerators, ranges, irons, toasters, 
and other devices. 


(1) Fred Cross, advertising manager, and C. C. DeWees, assistant advertising manager, hear 
(2) Fred Hiter (right), general sales manager, goes over details of the bonus sales plan with a distributor. (3) Mr. Cross studies 
” says Mr. Thompson. 


Veteran pipe-smokers in quiet after-dinner conversation during the 

Stewart-Warner radio convention in the Drake hotel, Chicago. (1) 

Charles D’Olive, assistant to the vice president in charge of sales. 

(2 and 3) Former Vice President Charles G. Dawes, Chicago financier, 
and friend of S-W’s President Joseph E. Otis. 


‘Day’s Activities’ Sheet Steps Up Productivity 
Of Pennsylvania Dealer’s Salesmen 


MAHANOY CITY, Pa.—Use of a 
“Day’s Activities” sheet has stepped 
up the sales productivity of Hack 
Hardware Co. refrigerator salesmen 
here, says Mr. S. W. Hepler, manager 
of refrigeration sales. The _ sheet 
records the result of each interview, 
when the customer is likely to be 
interested, or the date for a return 
call. 

Names of the prospects on the 
sheets are transferred to prospect file 
cards by an office clerk, and cards 
are arranged according to call-back 
dates. 

In order to be able to trace every 
refrigeration unit from the time of 


shipment to the final owner, the Hack 
company also maintains a complete 
record of every refrigerator, avers 
Mr. Hepler. 

A columnar record book lists, in the 
following order, the serial number of 
each refrigerator, the date of sale, 
the name of the purchaser, the sales- 
man’s name, and (in case of reposses- 
sion) the date of return to the store, 
and the name of the second purchaser. 

This book, in addition to enabling 
the firm to trace a unit by serial 
number, serves as an inventory of 
unsold merchandise and shows all 
repossessions that have been made by 
the company. 


A 


for every type of 
AIR CONDITIONING 
REGULATION. . CONTROL | 


Manufacturers of Air Conditioning Equipment realize that EXACT 
CONTROL of Temperature, Humidity and Air-Movement is the 
chief essential in assuring continuously satisfactory operation— 
in both general installations and the most exacting commercial 
and processing applications . . . 


That is why they pay the same rigid attention to details of design 
and construction that has achieved outstanding recognition for 
Century Motors for more than 31 years .. .”They Keep-a-Running” 


e UP TO 600 HORSE POWER 


Consult Century Engineers ... They are fully equipped by long 
experience to recommend the right type, size and design of 
motor for developing new products or bettering the performance 
of established ones. 


CENTURY ELECTRIC CO. 


1806 Pine Street ’ 


St. Louis, Mo. 


Offices and Stock Points in Principal Cities 


MOTORS UP TO 600 HORSE POWER 
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Prospects Bump Right into This Display 


sexe Pee gS cs i 


ey Say 


« FORMERLY > 


Sidewalk promotion utilized by Acme Electric Supply Co. of Belvedere, 
Los Angeles suburb, has paid big dividends, says Hal Blaisure, proprietor. 
The above display captures the eye and interest of both motorists and 
pedestrians traveling the busy boulevard to and from Los Angeles. 


* 


Sidewalk Display on Main Thoroughfare 
Pulls in Prospects for Los Angeles Dealer 


EDA WASHER SERVICE : 


* 


LOS ANGELES — Chief  builder- 
upper of sales for the Acme Electric 
Supply Co., located in the Los Angeles 
suburb of Belvedere, has been the 
sidewalk display, says Hal Blaisure, 
proprietor of the company. The side- 
walk display has been used both in 
front of the company’s main store 
and its trade-in store. 


Since the stores are located on the 
boulevard leading to downtown Los 
Angeles and a main thoroughfare to 
outlying towns, the sidewalk displays 
—consisting of electric refrigerators, 
ranges, and washers—attract many 
passers-by, both pedestrians and 
motorists, claims the owner. 

The trade-in store, located two 
blocks down the street from the main 
store, is often the means of originat- 


Smart, ia caitlin. 


INTERIORS 


EVAPORATOR DOORS, 
VEGETABLE FRESHENER 
and SERVICE DRAWER FRONTS 


In our newly developed finishes 
of Special Alloy Aluminum 


ICE CUBE and DESSERT TRAYS 
VEGETABLE FRESHENERS 
STORAGE PANS 


Hoosier 


LAMP 8S TAMPING CORP. | 
EVANSVILLE... INDIANA - 


a Feta a FG se » ake b 
ra se 


ing sales of new equipment in addi- 
tion to disposing of used models taken 
in trade by the company. 

Due to the fact that the com- 
munity of Belvedere is made up of 
factory workers, the price factor is 
of major importance in selling. For 
this reason the company has included 
a Maytag washer priced at $27.50 in 
its sidewalk display. 

The machine is a used model, 
utilized as a build-up to the sale 
of new equipment. Such a method 
of attracting prospects is a _ varia- 
tion of the chain store and depart- 
ment store program of advertising 
low priced specials with the purpose 
of selling better and higher-priced 
equipment through demonstration. 

Two outside salesmen, working on 
a commission basis, follow up pros- 
pects, develop new ones, and close 
sales. 


The store display consists of models 
and sizes suited to the factory work- 
ers, who are not far from chain and 
downtown store competition. Acme 
salesmen try to interest prospective 
buyers in a unit suitable in size to 
the needs of the family. Popular 
selling size has been the 6-cu. ft. 
capacity model refrigerator, although 
some 4 cu. ft. and 5-cu. ft. units have 
been sold. 

Newspaper advertising is consist- 
ently used in the two neighborhood 
papers. 


TRAINE ») MAN | 
MUST BE GOOD 


MEX trained by the Refrigeration and 
Air Conditioning Institute must be 
good because they are trained exactly as 
the industry wants them trained. 


First they get a thorough understanding 
of fundamental principles. Second, they 
are taught through home study and actual 
shop work how to apply these principles 
in a practical way. ird, their training 
is supervised by a industry's own fac- 
tory engineers, ._ eo by leading 
manufacturers, for that purpose. 

Now you see why R-A-C-I trained men 
are good and why this training is endorsed 
and recommended by a large group of 
well known concerns. Write for details. 


REFRIGERATION AND AIR CONDITIONING 
INSTITUTE 
2150 LAWRENCE AVE. — CHICAGO 


The Officially Endursed : 


Utility Markets 702 
Kelvinators in Load 
Building Campaign 


FT. WORTH, Tex.—Seven hundred 
and two Kelvinators sold, against a 
quota of 400, is the record established 
in a “Power Builders Campaign” con- 
ducted by the Community Public 
Service Co., Kelvinator dealer with 
headquarters at Fort Worth, Texas, 
which closed June 29. 

This organization has sold 851 Kel- 
vinator units so far this year as 
compared with 530 for the same period 
last’ year, states Graham Polk, gen- 
eral merchandise manager of the 
Community Public Service Co. 

The New Mexico division won first 
prize in the campaign for selling 142 
units over quota. Second prize went 
to the Southeast division with 63 units 
sold over quota. 

The New Mexico division also won 
a prize for being the first to make 
quota. 

Individual prizes were awarded as 
follows: W. C. Shellberg of Lords- 
burg, N. M., for largest number of 
units sold—38; A. L. Gooch, Duncan, 
Ariz., for second largest number of 
units sold—35, and to these local 
managers whose district made the 
highest number of sales in each divi- 
sion: 

Joe Long, E. T. Beauchamp, A. S. 
Acker, Edward Jaeger, Ed. Webb, 
Martin Michel, E. Van Romney, Jr., 
and R. O. Wynn. 


Electric Kitchens Are 
Installed by Utility 
At 3 Power Dams 


BIRMINGHAM, Ala.—“Open House. 
Month” is’ being observed during 
August at the various hydro-electric 
projects of the Alabama Power Co. 
But before inviting the public to 
“come and see,” the utility installed 
complete electric kitchens at Mitchell, 
Martin, and Jordan Dams, so that 
visitors may not only see how elec- 
tricity is made but also how it can 
best be utilized in the home. 

Road maps have been distributed 
from all local offices and roads lead- 
ing to the dams appropriately mark- 
ed. In this way the utility is counter- 
acting to some extent the effects of 
a steady flow of vacationists to see 
TVA _ projects at Muscle’ Shoals, 
Wheeler Dam, and Norris Dam. 

Also, the company is driving home 
the point that it has ample facilities 
to serve the people in its territory. 


G-E Salesman Sells Man 


Refrigerator First - - - 
Electric Service Later 


DALLAS—Stealing the stuff of the 
fabled South Sea Island trader who 
sold gross after gross of suspenders 
to the natives, regardless of the fact 
that they had nothing to suspend, is 
W. E. Higgins, salesman of Electric 
Household Appliances, Inc., here, who 
sold a G-E model to a man whose 
home wasn’t wired. 

While W. E. Higgins was on floor 
duty, a prospect came in. Higgins 
launched into his best “Mister-you- 
need-a-G-E”’ story. The prospect finally 
signed the order. 

“Shall I have a base plug put into 
your kitchen?” asked Higgins. 

“Base plug? What’s that?” 

Higgins explained. 

“Why, gosh man, we haven’t even 
got electric lights in my home,” was 
the slightly startled answer. 

But the deal stood, Mr. Higgins ar- 
ranging for the installation of elec- 
tric service in the prospect’s home. 


Forrest Visits Factories 
On Buying Tour 


SYDNEY, Australia—Charles_ E. 
Forrest, managing director of Inter- 
national Radio Co., Ltd., manufac- 
turers’ representative, has left Sydney 
for a three months’ visit to the 
United States. He has made such a 
trip annually since 1927. 

International Radio Co., besides 
headquarters here, has branches in 
Queensland, Adelaide, and Melbourne, 
Australia, and Aukland, New Zealand. 


Colville’s Will Handle 
Norge in Reardon 


REARDON, Wash.—Colville’s Ga- 
rage, owned and operated by W. J. 
Colville, has taken over the franchise 
for Norge electric refrigerators in 
this territory. 


Mayers Contacts Dealers 
For Crosley Distributor 


NEW YORK CITY—Joseph A. 
Mayers has joined the sales staff of 
the Crosley Distributing Corp. of New 
York. 

He will contact dealers in Man- 
hattan, the Bronx, and Queens. 


Sales Idea of the Week 


By V. E. Vining, Director of Department Store Sales, 
Westinghouse Electric & Mfg. Co. 


Did you ever notice that sales rarely result from weighty 
discussion of basic principles, especially if you are selling a 


competitive item? 


Basic principles, or the big arguments, if you will, are usually 
points of controversy and have been hammered to death by 
competition. If not, they are, many times, too vague to impress 


the prospect. 


Sales are made from little things. 


I know a man who. sold a high-priced automobile against all 
competition by showing the prospect that the slots in the screw 
heads on the instrument board all ran the same way. 


All the heavy artillery brought up by a small army of salesmen 
had merely left the prospect confused. He pounced on the screw 
head alignment—here was something he could understand. 


I know a woman who bought a noisy electric refrigerator 
because she could hear it running; and how would she know it 
was functioning in her kitchen if she couldn’t hear it? 


Some of you tell her, I wouldn’t have the heart. 


“But,” you say, “these people are abnormal.” 


Bunk! We’re all alike. 


And most high pressure sales talks leave us cold until some 
salesman blunders on to some simple thing we can understand. 


Then we become experts. 


Tell your sales story so simply a 12 year old boy can under- 


stand it, and you'll get places. 


Voters for Local Radio Amateur Performers 
Are Also Prospects for El Paso Dealer 


EL PASO, Tex.—Radio’s latest fad 
—the amateur program—is being used 
by the Colonial Furniture Store, Cros- 
ley dealer here, to obtain prospect 
lists. Winners of the quarter-hour 
amateur broadcast contest receive 
cash prizes. Listeners send in votes 
via telephone or penny post card. 


“In a single day,” said A. S. Doug- 
lass, district manager of the Shield 
Co., Crosley distributor, “as many as 
2,000 votes have been received, about 
70 per cent of which were telephone 
calls. The names of the voters are 
then carded and handed to _ the 
various salesmen for contact. 


“This method of contact,” explained 
Mr. Douglass, “is highly successful as 
the salesman, when calling on the 
voter, ostensibly is not interested in 
selling refrigerators. He is merely 
calling to offer personal thanks on 
behalf of the Colonial Furniture Co. 
for the voter’s interest in the pro- 
gram.” 


The salesman follows this with an 
inquiry for neighborhood talent, he 
stated, and constructive criticism and 
a friendly conversation usually fol- 
low. 


“Naturally,” Mr. Douglass’ con- 


tinued, “during the course of conver- 
sation the topic of refrigeration comes 
to the front. The salesman has first 
built up a solid friendship with the 
customer. Even if she has a refrig- 
erator, she usually knows two or 
three friends who are in the market 
and passes the information on to the 
salesman.” 

Salesmen for the furniture com- 
pany have reported that this method 
of approach has proved invaluable as 
a door-opener. 

Saul Rosen, proprietor of the fur- 
niture' store, believes the _ radio 
amateur quarter-hour has established 
thousands of dollars worth of good 
will. In addition to jumping sales of 
electric refrigerators from a few to 
50 or 60 units a month, Mr. Rosen 
gives credit to the radio program for 
upping furniture sales as well. 

“Too much stress,” says he, “can- 
not be put on the radio amateur 
quarter-hour. The entertaining fea- 
tures are brought to the listeners at a 
time when they are usually eating 
lunch and cause comments across the 
table, establishing in the mind of each 
member of the family a favorable 
thought for the Colonial Furniture 
Co. and the product advertised. 


500 ‘Liftops’ Rented by 
Ga. Power Workers 


ATLANTA — Five hundred G-E 
“Liftop” refrigerators have been 
rented to date under the rental plan 
recently inaugurated by the Georgia 
Power Co. in which employees act as 
rental agents. M. L. Tomlin, Athens 
division employee sales promotion 
representative, secured 12 rental con- 
tracts in one day. 


CURTIS 
 REFRIGERATIO 


Cc ial & d stic units. 1/6 h.p.—15 h.p. 
Distributor franchises available. Write to: 
CURTIS REFRIGERATING MACHINE CO. 
Division of Curt!s Manufacturing Company 
1912 Kienlen Ave., St. Louls, Mo. 


TEMPRITE 


INSTANTANEOUS 
BEER and WATER COOLERS 
DETROIT -- - MICHIGAN 


COMMERCIAL 


DOMESTIC 
and BARE 


COMPRESSORS 


1/6to10H.P. 
——————————— 


MERCHANT « EVANS CO. 


«i MANUFACTURERS at = 
J PHILADELPHIA-- 


EST. 1866 Plant: LANCASTER PA 


a 
good 
refrigerant... 


REG.U. S. PAT. OFF, 


(DU PONT METHYL CHLORIDE) 


Low in Moisture 
Low in Acidity 
99.5% Pure 


Write for technical 
book, Service Manual, 
Service News 


THE 
R. & H. CHEMICALS DEPARTMENT 


E. I. du Pont de Nemours & Co., Inc. 
Wilmington, Del. 
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‘SPECIALTY SELLING 


Problems—Serious & Humorous— 
Met by Home Service Women 
Related in Appliance Study 


CHICAGO—Problems that confront 
home service girls were forcibly 
brought to the attention of editors of 
McCall’s magazine when staff mem- 
bers set out on a consumer project 
to discover what women need or 
want to know about electrical appli- 
ances, declared Miss Kathleen Robert- 
son, associate editor, in addressing a 
recent conference of home economists 
here. 

The editors worked with utilities 
because their home service girls have 
unquestioned entree into homes, said 
Miss Robertson. 

“Homemakers consider it not only 
their right but their duty to tell home 
service girls all, including why their 
husbands left that morning without 
kissing them goodbye,” said the asso- 
ciate editor. “On the other hand if 
I waiked up to a door, cold, and told 
the woman of the house that I was 
from McCall’s and please what about 
her electrical equipment, she might 
be politer than I deserved and, on 
the other hand, might give a ladylike 
equivalent of ‘So what?’ 


Cross-Section of Property 


“Again, we have tried to get a 
cross-section of each property on 
which we have worked, going into 
homes of varying income groups in 
city, village, and country. Working 
intensively, not only with home serv- 
ice girls but with repair men and 
trouble men, going out on every type 
of call—installation, inspection, dem- 
onstration—a stay of from three to 
four weeks on each property has 
given us, we feel, a sound insight into 
the way women in that section use, 
misuse, or fail to use their electrical 
servants. 

“And, as a result of this intimate 
contact with the homemaker herself, 
we feel we are in a better position 
to tell her what she wants to learn 
from our magazine. 

“Homemaking habits do, of course, 
vary from section to section of the 
country, as well as from one genera- 
tion to another. I call to mind the 
forth-right great grandmother of a 
friend of mine who recently spoke 
her mind when she saw a neighbor’s 
wash being hung out on Friday. 
‘Humph. We used to call a Friday 
wash a slut’s dip.’ 


Study Home and Furnishings 


“When we go into a home with a 
home service girl,” the speaker con- 
tinued, “we are interested only inci- 
dentally in what she has to tell the 
homemaker. What does interest us 
is the type of home it is—the income 
group, the taste in furnishings, how 
much equipment there is, how the 
kitchen is planned, how the lighting 
stacks up, what questions the home- 
maker asks, what kind of meals she 
gives her family. You’d be surprised 
how much of this you can gather 
with an eye and an ear trained to 
essentials. 

“This is not to say that we don’t 
get a kick out of the different ways 
home service girls have to handle 
their calls to suit the local situation. 
To see Georgia Power girls gently, 
but oh how firmly, putting their 
business through the maze of social 
chatter with which their customers 
envelop them is a forceful lesson in 
tact. And, to see Val Thorson bellig- 
erently bashing in bulged pans to 
make them fit surface units more 


closely is a sight not soon to be 
forgotten. And how the customers 
love it. 


Conscious of Cooking Utensils 


“You know, one thing that has 
struck me right through the series 
is the consciousness most women 
have for the proper kind of surface 
utensils,” Miss Robertson commented. 


“They may not have them, but they 


are apologetic for the lack. 

“IT am equally impressed by the 
total lack of information concerning 
the relation between different kinds 
of baking pans and baking tempera- 
tures. I have seen more food prod- 
ucts ruined from this cause than 
from all others put together. 

“It seems to me that this is a 
subject that can stand more stress,” 
the speaker declared.- “Unless I have 
failed to see some of the newest 
editions, the instruction books of 
range manufacturers generally, fail 
to make more than a casual mention 
of the importance of bright pans in 
baking. 


Poor Furniture—Modern Kitchen 


“I remember going on a call in 
Buffalo in the Italian section. A 
customer was an Italian woman, pos- 
sibly 65, who spoke scarcely a word 
of English. I would like to describe 
the house. I can tell you every piece 
of furniture in it, on the lower floor: 
living room, one upright piano, one 
suite upholstered furniture—divan, 


two chairs—and that was all, not a 
picture, no curtains. 

“In the dining room there was even 
less—a large radio, and _ literally 
nothing else. The kitchen was another 
story; a table top electric range, a 
large electric refrigerator, good cup- 
boards, most modern type of sink, 
table, and chairs. It was quite evident 
that the family lived in the kitchen. 

“The complaint was, having trouble 
with her bread baking, and you know 
how proud Italians are of their bread. 
When we arrived she was just taking 
a batch from the oven, beautiful on 
top and charred on the bottom. It 
was quickly evident what was wrong, 
as she had kept lowering her baking 
temperature until she was using 325°. 
She was using the pans that she had 
used in her old coal range and they 
were made of japanned black tin. 

“The home service girl explained 
to her what was wrong, that the 
black tins absorbed the heat and that 
if she used bright utensils they would 
reflect the heat. The customer got 
the point quickly enough, pointing to 
her percolator, nodding, and saying— 
aluminum. So, the home service girl 
went out to Mr. Woolworth’s and 
bought two bright tin pans and gave 
them to the customer. A week later 
when she returned, the customer was 
using all bright tin pans, had raised 
her oven temperature, and her bread 
was a huge success. 


Dissatisfied with Ovens 

“We have also found a fairly gen- 
eral dissatisfaction with the size of 
modern ovens. All families do not 
keep to the modest allowance of two 
children. And it is large families, 
with relatively more limited budgets, 
who need to take advantage of oven 
meals and ‘cooking once for two 
meals’ from the standpoint of both 
economy and time saving. Yet re- 
peatedly women in every district we 
have visited have complained that 
the ovens are too small to permit 
their taking full advantage of all 
their advertised virtues. 

“In Pennsylvania for instance, a 
small town, not more than 30 miles 
from Pittsburgh, I went with a home 
service girl on an installation call, 
ona new less-expensive electric range. 


Used Backyard Oven 

“The household was obviously the 
kind that did its own baking. The 
home service girl asked the customer 
what temperature she was using for 
baking bread. The customer looked 
at her in amazement and said—‘I 
never bake bread in my electric stove 
—I always use my baker’ We looked 
at each other and at the woman, and 
finally said—‘baker’—she said, ‘My 
baker, I’ll show it to you.’ 

“She took us out to the yard and 
showed us a huge brick oven which 
she had had built within the year 
when she moved to this house. In it 
she could bake 15 loaves of bread, 
five pies, and three pans of rolls. 
Why, indeed should she bother with 
a 16-in. oven. 

“Incidently, I asked her how she 
could tell when the temperature in 
the oven was right for baking. She 
said quite seriously—I put my hand 
in, and when I can hold it there 
while I count 16, I know the temper- 
ature is right.’ I didn’t dare confuse 
the situation by pinning her down to 
the tempo of counting. 


Market in Laboring Class 

“Of course, such bakings are rather 
excessive and yet there does exist a 
tremendous class, especially of labor- 
ing people, with appetites as yet un- 
attuned to city skimpiness. 

“And don’t think that they are not 
a market for electrical equipment. 
Our observation is that the kitchens 
of America are, largely speaking, the 
best looking rooms in its houses. This 
is probably because the kitchen, being 
still the heart of the home workshop, 
is equipped primarily for work, with 
good looks taking a secondary and 
usually an incidental place. 

“But the working units—range, re- 
frigerator, sink, cupboards, are more 
or less standardized in appearance 
and have at least a functional beauty 
of their own, so that no assortment 
can go far wrong. Which cannot he 
said for casual Grand Rapids furni- 
ture assortments. 


Plenty of Good Equipment 


“In the poorest homes, in the 
foreign section of Jersey City and 
Buffalo, in mining towns in Pennsyl- 
vania, in the negro -quarters of 
Atlanta, and on Minnesota farms, 
there is equipment of a quality and 
quantity seemingly out of all propor- 
tion to the rest of the set-up. 

“I feel another story coming on,” 
Miss Robertson laughed. “This one 
was told to me down in Georgia, so 
I cannot vouch for it from my own 
experience. You no doubt know that 


the mountaineers are still suspicious 
of ‘furriners’—so when there is a call 
for a home service girl to go to those 
secluded districts, the line man, who 
is always a native, goes out one day 
and says—I am bringing a friend of 
mine out here tomorrow, and I want 
you to be nice to her.’ The next day 
he brings out the home service girl, 
and says—“This is the friend I spoke 
of, and I want you to treat her right.’ 
So, all is serene. 

“On this occasion the home service 
girl rode with the line man as far 
as she could, and then got on a mule 
to finish her trek. When she got to 
the appointed place, she was slightly 
surprised, accustomed though she is 
to incongruous settings, to find a 
house consisting only of two walls 
and a roof. She said to the owner—‘I 
was told that you had an electric 
stove here that doesn’t work, but I 
don’t see it,’ and he said—(but I shall 
not attempt the dialect)—‘Yes, Mam, 
right here,’ and froma huge mountain 
of sacking he uncovered a large, 
latest model table-top range, and from 
an even greater mountain beside it, 
he uncovered a large electric refrig- 
erator. 


Landed in the Bushes 

“The home service girl said—‘What 
seems to be the trouble?’ He said— 
‘Well, evvy time the old ’oman turns 
the switch, she lands out in the 
bushes.’ Miss Blank said—‘Oh, come 
come, that can’t be so.’ 

“She then turned the switch and 
she landed out in the bushes. She 
picked herself up and dusted herself 
off, and tried to pretend that was the 
way electric stoves acted if they didn’t 
like one. She looked around then 
more carefully and realized that there 
was no floor, that both range and 
refrigerator rested on uneven wet 
clay. 

“She asked the customer when he 
thought he would get the other two 
walls of his house and the floor in. 
He said—‘Well, at the next haulin’ we 
should get the walls in, and at the 
next haulin’ we might put the floor 
in.’ (I gathered that haulin’ means 
the tobacco crop). 


No Credit—Just Cash 


“Faced with such serene _ indiffer- 
ence to time and tide, Miss Blank 
sent the children down to the creek 
to get some flat stones, and before 


she left, the old ’oman was safely 
preserved from further unceremoni- 
ous disposals among the bushes. 

“When this story was told to me, 
I asked Miss Blank how on earth 
people of that type got credit for 
equipment so _ relatively expensive. 
She said, ‘Credit, they have no credit 
—they paid spot cash.’ 

“Apparently as soon as there is a 
little spare cash floating around, the 
American woman thinks not in terms 
of a new overstuffed “suit” of living, 
room furniture on which to rest her 
weary bones, but rather in terms of 
an electric appliance that will keep 
her bones from becoming weary. 

“This being so, it seems to me only 
fair to treat the consumer as an 
intelligent person, with problems that 
are her own. I think it unfair to tell 
a woman that she can iron shirts and 
children’s dresses more quickly on an 
ironer than by hand. Experts may be 
able to, but homemakers have too 
many trades to permit them to be 
expert at all. 


An Ironer Problem 

“Of course, in refutation of my own 
argument, I remember the woman in 
Pennsylvania who ironed 11 shirts on 
her ironer in 70 minutes but got 
hideously involved in sheets she tried 
to put through without folding. 

“Nevertheless, I think there would 
be fewer women disappointed in 
ironers if they were told frankly that 
the time-saving would occur on flat 
work but the back saving would 
occur on all the ironing. 

“And there would be _ pleasanter 
feelings about mixers with light 
motors if women were told they would 
do a grand job on ordinary cake 
batters but for heaven’s sake to lay 
off fruit cakes. And that goes, for a 
different reason, for pastries and 
biscuits. Just because a machine is 
admirably versatile is no reason for 
making it a jack-of-all-trades. 

“I have enough faith,” she con- 
cluded, “in the intelligence of Ameri- 
can women to believe that if they, as 
purchasing agents, are offered equip- 
ment that will relieve them of definite 
jobs—not tricky jobs, but jobs that 
occur with heart-breaking monotony 
day after day—with an honest state- 
ment of honest work performed, their 
importance in a rising consumers’ 
market will be obvious to the entire 
electrical industry.” 


Norge Puppet Show 


Making Rounds of 
Dealer Exhibits 


DETROIT—New Norge sales pro- 
motion feature is a unique puppet 
show, “All in a Wifetime,” using 
marionettes five-twelfths human size, 
and designed for presentation with 
a minimum of time and investment 
by Norge dealers in theaters, stores, 
booths, or at summer fairs. 

Produced under the direction of 
James A. Sterling, Norge advertising 
and merchandising manager, the 
playlet follows up the theme of 
Norge’s spring show, “The Freedom 
of the Shes,” miniature refrigerators, 
ranges, and washers forming the 
background of most of the action. 

Each presentation requires 30 
minutes, and additional short comedy 
features, lasting from three to four 
minutes, are also available. The 
puppeteer troupe, now touring the 
country, carries complete equipment, 

The playlet, say Norge officials, has 
proved a big help in attracting 
crowds to department and specialty 
stores this summer, especially as an 
added attraction at cooking schools. 


Motorized Salesroom Is 
Building Sales for 
Crosley Dealers 


CINCINNATI—A motorized sales- 
room has been put into operation by 
the Crosley Distributing Corp. of 
Cincinnati to help local Crosley deal- 
ers in the cities and towns in Ohio 
and Kentucky near Cincinnati to sell 
electric refrigerators. 

The refrigerators are brought to 
the housewife’s door, where she may 
make her selection with little effort. 
Frank Pater, special salesman han- 
dling the traveling salesroom, and the 
local dealer’s salesman together con- 
tact the dealer’s prospects. 

Equipment consists of a Chevrolet 
coupe and an Aerocar trailer. The 
lid in the back of the automobile is 
removed and the coupling mechanism 
includes an airplane wheel, which 
cushions out all jars in travel. 


Newest Mopets sy “Dry-Ko.tp 


A CLIMAX OF MANY YEARS MANUFACTURING THE 
FINEST REFRIGERATORS — SHIPMENTS AUGUST Ist 


SERIES 4200 DISPLAY 
6—8-—-10—12—14—16 ft. lengths 


50 in. high, 35 in. deep 
Main shelf 27 in. deep 


insulation 


Three courses plate glass, upper 


and lower coils 


AN OUTSTANDING LEADER 


IN ITS FIELD 


Full porcelain, 3 in. corkboard 


SERIES 6100 DISPLAY 
6— 
48 in. high, 42 in. deep 
Display shelf 29 in. deep 


Full porcelain, 3 in. corkboard 
insulation 


8—10—12—14—16 ft. lengths 


, Three courses plate glass, top and 
| rear coils 


A WIDE SHELVED, FULL 


PORCELAIN ‘“SDRY-KOLD”’ 


AT A PRICE 


it 


SERIES 4900, DISPLAY 


AND STORAGE 


6—8—10—12—14—16 ft. lengths 


50 in. high, 35 in. deep 
Main shelf 27 in. deep. 


Same construction specifications as 
4200 


Heavy hinges and fasteners, upper 
and lower coils 


A DOUBLE DUTY OF 
REAL EFFICIENCY . 


FURNISHED WITH COILS OR WITHOUT — GUARANTEED CORRECT REFRIGERATION 


THE “DRY-KOLD” REFRIGERATOR CO. 


MAIN OFFICES AND FACTORY _— 


NILES, MICHIGAN 
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ELECTRIC REFRIGERATION NEWS, AUGUST 7, 1935 


Operation of Different Types 


“MASTER SERVICE MANUAL 
(Chapter 6) 


Of Low Pressure Controls 


By K. M. Newcum 


68. Low Pressure Controls 


( Continued) 


It has been pointed out that the 
low pressure control is not adapted 
for use on a system using the auto- 
matic expansion valve. This is due 
to the fact that the automatic expan- 
sion valve maintains a _ constant 
pressure on the low side during the 
entire operating cycle, whereas the 
low side or high side float, and 
thermostatic expansion valve systems, 
allow for a gradual decrease on the 


A spring or series of springs and 
levers are substituted for the weight 
and weight arm, for they serve the 
same purpose and require less space. 
The control is also designed so that 
it has a snap action causing the con- 
tacts to make and break with a quick 
snappy qction, to prevent arcing. 


A Frigidaire low pressure control 
is shown in Fig. 112. Note it uses 
springs and levers in place of the 
weight. The bellows is confined in 
the open cage. The pivot point on 
the main control arm is at the ex- 
treme left of the illustration. The 


Frigidaire Low Pressure Control 


Fig. 112—Frigidaire uses springs and levers in its low pressure cortrol. 


(A). compensating spring. 


(B) compensating spring adjustment. 


(C) 


lock nut over main adjusting spring. (D) cutting-in adjustment cap. 


on cycle and a corresponding increase 
on the off cycle of the system. 

As the pressure increase in the 
bellows is gradual and usually very 
slow, the switch contacts on the con- 
trol shown in Fig. 111 would come 
together very slowly and would tend 
to arc, burning the points and result- 
ing in sticking or improper contact. 

Also for small refrigerators, the 
space required for the weight and 
rod would be prohibitive. 


bellows is connected to the low side 
with the small copper tube. 

The main adjusting spring is shown 
under the adjusting and lock nut (C). 
Spring (A) is a compensating spring 
which requires no adjustment under 
ordinary conditions. Adjusting cap 
(D) is for setting the cutting-in point 
only. 

The control as illustrated shows the 
contacts closed. With the system in 
normal operation, the low side pres- 


HAVE YOU REC 


36 Pages of Important Information on 
SULPHUR DIOXIDE & METHYL CHLORIDE 


Useful diagrams . . . Interesting discussions .. . Reliable data. 


Partial contents: Physical properties . . . Toxicity . . . Lubrica- 


tion .. . |. C.C. regulations . . . Transportation rates . . . Total 


heat-Pressure diagrams . . . Saturated and super-heated vapor 


data ... Cylinder and ton drum shipping equipment . . . Trans- 


fer of refrigerants . .. Comparison of common refrigerants. Every- 


one associated with refrigeration needs this binder of useful 
information. Send a request to your nearest Ansul distributor 


or write direct to: 


sure decreases, contracting the bel- 
lows and drawing the switch arm 
downwardly against the compression 
spring under nut (C). The extreme 
right end of the switch arm is above 
and in contact with a toggle device. 


When the pressure reaches the 
cutting-out point as set by the adjust- 
ing nut (C) the switch arm rolls 
down over the toggle device and 
causes the switch contacts to lift and 
open with a snap action. 

For example, the regular cutting 
out point on a control of this type 
when used on a standard Frigidaire 
domestic refrigerator with SOs is 9 
inches of vacuum. The cutting in 
point is 5 lbs. pressure. 

To lower this cutting-out point, the 
adjusting nut should be turned to 
the right (clockwise) and vice versa. 
Changing this adjustment changes the 
entire range, that is, it changes both 
the cutting-in and cutting-out point. 
The cutting-out adjustment should be 
made first and the cutting-in setting 
second. 

The cutting-in point may be _ in- 
creased by turning the adjusting cap 
to the right, and vice versa. Chang- 
ing the cutting-in adjustment does 
not alter the cutting-out adjustment, 
it merely changes the differential. 

Often owners of refrigerators have 
their own ideas as to the correct 
temperature which their refrigerators 
should keep, and frequently call a 


Master Service Manual 
To Be Published 
In Book Form 


Published in this issues is the 
second part of Chapter 6, Instal- 
ment 2 (“Low Pressure Controls,” 
continued) of the Master Service 
Manual, prepared by K. M. New- 
cum. The manual is being published 
serially in Electric Refrigeration 
News first instalment appearing in 
the April 10, 1935, issue. When all 
the chapters have been published 
in the News, the information will 
be put in book form, with consid- 
erable other supplementary mate- 
rial. 


This manual of information on 
the design and operation of present- 
day refrigeration systems will add 
te the service man’s knowledge, 
and will assist him in meeting 
specific problems in servicing oper- 
ations in the field. 


Our supply of some of the back 
issues has been sold out. In order 
to meet the demand for the com- 
plete series we make the following 
offers to service men: 


(1) Send $3.00 for a year’s sub- 
scription to Electric Refrigeration 
News to start now (or as far back 
as we have issues available) and 
we will send reprints of all previ- 
ous Newcum articles in pamphlet 
form (size 644x8%4 inches). 


(2) Send your advance order for 
@ copy of the Master Service 
Manual, enclosing $3.00 to pay for 
the complete book, when published, 
and we will send you free of 
charge, reprints of all the Newcum 
articles published in the News up 
to the present date. These reprints 
will be in pamphlet form (size 
64%4x8%4 inches). 


Pollowing is an outline of the 
subjects and the dates of the 
weekly issues of Electric Refrigera- 
tion News in which the material 
was published: 


Chapter 1—THEORY OF REFRIG- 
ERATION (April 10). 


Chapter 2—PRINCIPLES OF ME- 
CHANICAL REFRIGERATION 
(April 17). 


Chapter 3—COMMON REFRIGER- 
ANTS (April 24). 

Chapter 4—CONDENSING UNITS. 

Instalment 1: description of various 
compressor parts (May 1). 

Instalment 2: stuffing box seals, 
flywheels, and_ direct-connected 
units (May §8). 

Instalment 3: rotary compressors 
May 29). 

Instalment 4: care and_ servicing 
of shut-off valves and gaskets 
(June 5) 

Instalment 5: condensers (June 12). 

— 6: liquid receivers (June 


Chapter 5—-EVAPORATORS. 


Instalment 1: flooded evaporators 
x low side float valve (June 


Instalment 2: high side float valves 
and flooded evaporators (July 3). 

Instalment 3: automatic expansion 
valves (July 10). 

Instalment 4: automatic expansion 
valves—continued (July 17) 


Instalment 5: thermostatic expan- 
sion valves (July 24). 


Chapter 6-—CONTROLS 
Instalment 1: low pressure controls 

(July 31). 

Also published in this issue is 
No. 17 of “Installation Operations” 
and No. 17 “Service Operations,” 
two series of lessons outlined for 
the use of the service manager in 
instructing beginners. 


Penn Magnetic Switch — - 


« 


Differential 


Permanent Magnet 


Back cover removable makes 
accessible binding posts 


Movable 
Auxiliary Contacts 


{ Conduit Inlet } 


Stationary 
-Auxiliary Contacts 


[Syiphon Bellows Within Cup ) J 


Main Contacts 


Adjusting Screw 
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Fig. 113—Type L Penn Magnetic Switch exposed to show permanent 
magnet feature which obtains snap-action opening and closing of contacts. 


service man to change the control 
adjustment. 

To solve this expensive service 
problem, the cold control was intro- 
duced. A cold control is simply a 
device that is attached to a regular 
control or built into the _ control 
mechanism. It has an _ additional 
spring or series of springs and levers, 
that contact the regular springs and 
levers, which by means of an adjust- 
ing knob or lever enables the user to 
change the control setting to get the 
desired temperature. 

The spring in the cold control is so 
arranged that when the adjustment 
is moved to a colder position the ten- 
sion is increased. This increased 
tension, along with the regular spring, 
causes the switch to remain closed to 
a higher vacuum or lower pressure 
as the case may be, resulting in a 
lower refrigerator temperature and a 
longer running period of the com- 
pressor, and vice versa. 

Most all present-day household 
electric refrigerators using either the 
low pressure or thermostatic control 
are equipped with a cold control or 
some similarily mamed device for 
manually changing the temperature 
range. 

The Penn magnetic switch shown 
in Fig. 113 employs a permanent 
magnet to obtain the snap action in 
closing and opening of the contacts. 
The bellows is enclosed in a gas tight 
cup and the pressure is exerted 
externally. The bellows is opposed by 
the main spring, which is readily 
adjustable by turning the range ad- 
justing nut 

To raise the operating pressure or 
vacuum the adjusting nut should be 
turned to the right (clockwise), which 
increases pressure on the main 
spring. This procedure increases the 
refrigerator temperature, and vice 
versa. 

The desired cutting-out point should 
be set first. To change the differential 
and/or to set the cutting-in point, the 
differential adjusting screw may be 
turned either to the right or left. 


By turning the screw to the right, 
the differential is increased and the 
cutting-in point is raised. By turning 
the screw to the left the travel of 
the connector between the _ switch 
arm and movable contact lever is 
lessened and the differential and the 
cutting-in point is lowered. 


Note the permanent magnet and 
stationary auxiliary contacts. The 
switch is shown with the contacts 
open. As the pressure increases the 
bellows is elongated and the main 
spring partially compressed. The 
switch arm, where it contacts between 


the bellows and the spring is moved 
inwardly. 

The main arm to the right of the 
pivot moves downwardly drawing the 
connecting rod and movable contact 
arm downwardly. This movement 
continues until the contact arm is 
down near the magnet at which point 
(the cutting-in point) the magnet at- 
tracts the contact arm and snaps the 
contacts into place, closing the circuit 
and starting the motor. 

During the operating cycle, the 
bellows is gradually contracting and 
the main spring moves the switch 
arm inwardly beyond the pivot. The 
connecting arm raises to the top of 
the slot at the differential adjustment, 
while the permanent magnet is hold- 
ing the contacts tightly in place. 

At the set cutting-out point, the 
pressure of the main spring over- 
comes the attraction of the magnet 
and the switch contacts snap up and 
open stopping the electric motor. 

A Minneapolis-Honeywell low pres- 
sure control is illustrated in Fig. 114. 
This control employs the well-known 
mercury tube or bulb to effect the 
making and breaking of the contacts. 

The pressure exerted on the bellows 
causes the bellows pivot plunger to 
raise upwardly increasing the tension 
on the main spring to a point where 
the mercury bulb instantly tips and 
the charge of mercury rolls from one 
end to the end of the tube containing 
the electrical contacts and closes the 
circuit. - 

When the pressure has been reduced 
to the cutting-out point, the tension 
of the spring is changed sufficiently 
to cause the bulb to tip back to its 
original position, rolling the mercury 
away from the electric contacts and 
stopping the motor. 


The cutting-out point of the control 
is set by turning the main adjusting 
screw at the top of the case. To 
raise the pressure range the screw 
should be turned to the right and 
vice versa. The adjustment is indi- 
cated on the scale on the outside of 
the case. 


The differential and/or cutting-in 
point of the control is made by turn- 
ing the differential adjusting screw 
at the left of the main adjusting 
screw. The minimum differential is 
obtained by turning the adjusting 
screw all the way to the left, or until 
the indicator is at the bottom of the 
scale. To raise the cutting-in point, 
turn the adjusting screw to the right. 
The cutting-out point should be set 
first, and then the cutting-in adjust- 
ment should be made. 

It is rarely possible to use the same 
(Concluded on Page 18, Column 3) 


Minneapolis-Honeywell Control 


Main Range 


, ial 
Differentia po an 


Adjustment 


Main 


R Diff. 
oP Scale 
Pointer Pointer 


Fig. 114—Making and breaking of contacts is effected by mercury tube 
or bulb in Minneapolis-Honeywell control. 
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INSTALLATION 
OPERATIONS 


A SERIES OF LESSONS OUTLINED FOR THE USE OF THE SERVICE MANAGER 


IN INSTRUCTING BEGINNERS IN INSTALLATION WORK 


No. 17—Making a Remote Installation 


By K. M. Newcum 


TOOLS NEEDED: 

Flaring tools, rule, level, end wrenches, adjustable wrenches, screw 
driver, bending spring, hammer, carpenter’s brace, 1 inch wood bit, 
breast drill, ete. 


MATERIALS NEEDED: 


Cabinet, evaporator, and compressor; roll of 4% inch and 4 inch 
tubing, four 4 inch flare nuts, four 4% inch flare nuts, one 4 inch 
coupling, one 4 inch coupling, one roll friction tape, several BX straps 
and _ nails. 


PROCEDURE: 


1. 
2. 


Set the compressor in desired location. (Refer to Operation 6.) 


Install evaporator in the cabinet. (Refer to Operations 11, 12, 13, 
and 14.) Drill the refrigerator, if not already drilled. 


. Stick the two ends of the tubing through the hole from the back 


of the cabinet and pull enough tubing through to connect to 
evaporator. 


. Flare the ends of both pieces of tubing, making such bends as— 


are necessary, and connect to evaporator on connection thus 
provided. Tighten connections. 


. Drill 1 inch hole in floor and basement ceiling 


6. Cut both tubes so that when the tubing coming out of the ice box 


12. 


13. 


14. 


15. 


16. 


17. 


18. 


19. 


20. 


21. 


22. 
23. 


has been bent into shape the cut will be 8 inches above the floor 
level. 


. Slide outside bending spring over the 4 inch tube, and make a 


close bend where the tube comes out of the box. The 4 inch line 
may be bent with out a spring to follow the 4 inch line. Remove 


the bending spring. 


. Form the tubing in a half moon shape down the back of the 


cabinet to allow slack in the lines in event the cabinet has to be 
moved a slight distance from the wall at some future date. 
In forming the tubing, be sure that the cut ends line up with 
the hole in the floor. 


. Tape the lines together as in Operation No. 10. 
10. 


Flare the end of the tubing and insert the coupling. Refer to 
Operation No. 8. 


. Insert the ends of the lines up through the hole in the floor from 


the basement, and connect to the coupling (Operation No. 8) 
tighten both couplings. 

Leave the ice box away from the wall, so the couplings may be 
tested for leaks. 


Tape the tubes together in the basement and secure to wall as 
in Operation No. 10. 
Run tubes to compressor, making the last connection to the wall 
about 24 inches above the height of the suction line shut-off valve 
on the compressor. — 


Bend the tubing just below the last connection toward the suction 
line valve on the compressor, using the outside bending spring. 


Form the tubing in a half moon shape from the wall to the 
suction line valve on compressor (this is to give the tubing 
flexibility, thus relieving the vibration strain from the flare at the 
suction line shut-off valve). 


Cut the end of the 4 inch tube and flare it. Bend with inside 
bending spring to fit suction line shut-off valve, flare fitting. 
Install line to fitting and tighten. 


Tape the 4 inch line to the 4 inch line as near the liquid line 
shut-off valve as possible. Then bend the liquid line ('4 inch line) 
to form a 4 inch loop at the liquid line valve. 


Flare and connect the liquid line to the liquid line shut-off valve 
and tighten. 


Go back over all connections and see that they are tight. 


The job is now ready to be purged, tested for leaks, and put into 
operation, providing electric work has been completed by the 
electrician. 


Check with instructor. 


After checking with instructor, the job may be put into operation. 
Refer to Installation Operations No. 18 and 19 


Note: Seal around tubing with seam filler where it goes through 
refrigerator and through the floor. The recommended seam filler is 
Armstrong No. 2 Hydrolene Cement. 


Tells about Lines of 
Endless Belts 


Manhattan Rubber Book 


Send for the eee 


REFRIGERATION CATALOG 


Eight Models of Compressors 
Forty-one Models of Highsides 
from 1,6. P. to 15H. PS 
BRUNNER MANUFACTURING CO. 
: UTICA, N.Y. | ; 


PASSAIC, N. J.—Manhattan Rub- 
ber Mfg. Division of Raybestos- 
Manhattan, Inc., has just issued a 
new bulletin describing its Condor 
Whipcord brand of endless transmis- 
sion belting. 

In addition to the descriptions, 
specifications, and sectional and in- 
stallation views of the product, the 
bulletin contains valuable technical 
data on how to determine properly 
the length of endless belts and also 
horsepower tables. 


How to Adjust and 
Service Types of 
Pressure Controls 


(Concluded from Page 12, Column 5) 
switch adjustment on different makes 
and models of refrigerators. Where 
the control is supplied by the manu- 
facturer connected to the system as 
a definite part of the complete self- 
contained refrigerator the adjustments 
made at the factory are usually ac- 
curate and result in a satisfactory 
refrigerator temperature. 

Other applications of the same 
control may require special adjust- 
ment to suit the particular installa- 
tion. 

Very often service men, when 
called to service the system, are 
inclined to change the control settings 
on a system that has been function- 
ing properly for some time because 
of a change in the refrigerator tem- 
perature. In many cases the control 
adjustment is correct, and the tem- 
perature change is caused by some 
irregularity in some other part of the 


system. 
A very common service call is “the 
refrigerator is too warm.” Both 


gauges should be installed, and the 
control setting checked with the com- 
pound gauge. 

If the control adjustment is near 
the known standard setting, it should 
not be changed before all other parts 
of the system are thoroughly checked. 

When the refrigerator temperature 
is high, it is evident that insufficient 
evaporation is taking place. A short- 
age of refrigerant is easily deter- 
mined. 

If the refrigerant charge is correct, 
possibly the throttle valve is partially 
clogged with dirt or foreign material, 
restricting the flow of refrigerant 
into the evaporator. A partially clog- 
ged liquid filter or strainer in any 
part of the system would have the 
same effect. These points and all 
others that could possibly cause the 
trouble should be checked before 
changing the switch adjustment, for 
if in haste the switch is set colder, 
and the actual cause of the complaint 
is not located and corrected, a service 
“call back” is certain to result. 

Where a low pressure control is 
being used on a system where the 
cutting-in and cutting-out points are 
not known, as for example, on a new 
installation of equipment foreign to 
the service man, the system should 
be checked to make sure that it is 
properly installed and mechanically 
correct. 

The system should be put into 
operation using the best estimated 
switch setting and allowed to operate 
through several cycles or for several 
hours, preferably with a recording 
thermometer in the refrigerator. 

After this period the temperature 
should be taken. If it is too high the 
cutting-out point should be lowered 
until the desired temperature is ob- 
tained. 

Then the service man should allow 
for a normal off cycle, and when the 
refrigerator temperature has _in- 
creased to the desired point, adjust 
the cutting-in point to start the 
motor. 


Always set the cutting-out temper- 
ature and pressure first. 


Dayton Rubber Makes 
Cast-Machined Pulleys 


DAYTON—A complete new line of 
Day-Steel pulleys of cast-machined 
(semi-steel) construction, for use in 
conjunction with the Dayton cog-belt 
drive for all ratings up to 15 hp. has 
been introduced by Dayton Rubber 
Mfg. Co. 


The new Day-Steel pulleys are so 
formed as to be of maximum strength 
with elimination of excess metal, 
thereby providing cast-machined pul- 
leys of approximately the same 
weight as the pressed steel pulley. 
All finished surfaces are machined to 
accurate limits of precision work, and 
all pulleys are accurately balanced 
to insure a_ true-running’ drive 
throughout. 


Barney Ollivierre Hurt 
In Auto Accident 


READING, Pa.—Barney Ollivierre, 
president of the B.O.R. Co., Norge 
distributor, was injured in an auto- 
mobile collision July 23 at Boyertown, 
near here. He suffered bruises of 
the jaw, both legs, chest and back, 
when his car was struck by another 
automobile, and he was removed to 
St. Joseph’s hospital here for treat- 
ment. His injuries were said not to 
be of a serious nature. 


Gaalaas Joins Empire Sheet 
& Tin Plate Staff 


MANSFIELD, Ohio—George L. 
Gaalaas has been appointed by the 
Empire Sheet & Tin Plate Co. of this 


city as sales engineer of the electri- 


cal sheet department. 


Mr. Gaalaas was previously affili- 
ated with the Ideal Electric Mfg. Co. 


BUYER’S GUIDE 


MANUFACTURERS SPECIALIZING IN SERVICE 
TO THE REFRIGERATION INDUSTRY 


DAYTON VeBELTS 


There is a Dayton V-Belt made espe- 
cially for all makes and types of refrig- 
erators, washing machines and other 
appliances. A stock is available near 
you. Send for price list and name of 
your nearest distributor. 


THE DAYTON RUBBER MFG. CO. 


DAYTON, OHIO 
The world’s largest manufacturer of V-Belts 


“SE PEERLESS THERMAL 
EXPANSION VALVES 


for Methyl Chloride, Sulphur Dioxide, 
Freon, and Ammonia 


1. No bellows to leak. 

2. No possibility of moisture condensation in- 
terfering with valve action. 

3. Tried and proven in every section of the 
country. 

4. Competitively priced. 


PEERLESS ICE MACHINE CO. 


CHICAGO TWO FACTORIES NEW YORK 
515 W. 35th St. 43-00 36th St., L.L.C. 


Have you ever com- 

pared the ingenious con- 

struction of Rancostat’s 
overload unit with others? Write for KR Bulletin. 
Shows how ceramic cylinder, enclosing heating coil, 
fits perfectly in solder well. Can’t change its position. 
Always dependable overload protection. 


The Automatic Reclosing 
Circuit Breaker Co. 


Columbus, Ohio 


PRESSURE CONTROL 
WATER REGULATING VALVE 


Write for bulletin on complete line covering refrig- 
erating appliances, liquid line filters, dehydrators, 
acid neutralizers, standard parts and materials, 
| service tools, shaft seals, bearing metals and parts. 
| Descriptive literature will be gladly furnished on 
| any or all of these lines on request. 


N INJECTOR COMPAN 


REMPE 
FIN 
COILS 


A convenient way to keep your 
back issues of the News 


We offer a binder designed and made especially for keeping your file copies of 
Electric Refrigeration News neat and always available for ready reference. 

It is made of stiff board covers, attractively bound in good quality of black 
imitation leather. The name Electric Refrigeration News is stamped in gold on 
the front cover and backbone. 

The price is $3.75 shipped to you post paid in the United States and Possessions 
and Pan-American Postal Union countries. For all Foreign countries, postage based 
on a shipping weight of 6 pounds must be added to this price. Send your 
remittance with order. May we send you one? 


Electric Refrigeration News, 5229 Cass Ave., Detroit. Mich. 
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AMERICA 


/ 1481-14th. Street, 
Detroit, Mich. 


CHICAGO 


Because it protects 

ROL 

eat the motor from over- 

"loads, it prevents the troubles caused 

by burned-out motors. Ermstat Fully Automatic 

Electric Motor Overload Protection decreases 
service calls and considerably lessens 
spoilage ofice cream and other contents 


= Write for details Ermstat Co, 1825-39 Wylie St., Philadelphia 
MELCHIOR, ARMSTRONG, DESSAU CO., INC., EASTERN THSTRIBUTORS 
PHILADELPHIA, NEW YORK, BOSTON, BALTIMORE 
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| PATENTS | 


Issued July 23, 1935 


2,008, 663. APPARATUS AND MBTHOD 
FOR CONTROLLING REFRIGERATION. 


BUYER’S GUIDE | 


MANUFACTURERS SPECIALIZING IN SERVICE | 
TO THE REFRIGERATION INDUSTRY 


Earnest J. Dillman, Detroit, Mich., as- 
sigenor to Detroit Lubricator Co., Detroit, 
Mech, a Corporation of Michigan. Appli- MAYF LOWER 


vation Oct. 14, 1931. Serial No. 568,664. 
16 Claims. (Cl. 62—2.) 

2,008,685. PRESSURE CONTROL AP- 
PARATUS. Charles W. Dawson, Dayton, 
Ohio. Application April 4, 1928. Serial No. 
267,305. Renewed Oct. 23, 1934. 13 Claims. 
(Cl. 50—5.) 


2,008,715. REFRIGERATING APPARA- 
TUS. Harry B. Hull, Dayton Ohio, as- 
signor, by mesne assignments, to General 
Motors Corp., a corporation of Delaware. 
Application Jan. 31, 1931. Serial No. 
512,631. Renewed Sept. 13, 1933. 19 Claims. 


COMMERCIAL 
COMPRESSORS 


Invite Your Attention 


Aircooled and Watercooled SO2 
and Methy! Chloride Models 


1/3 H. P. to 2 H. P. 


Manufactured by 


(Cl. 62—115.) Te 

2,008,751. FILTER. Charles Davies, ost : HARDY MANUFACTURING CO., 100 Davis Ave., Dayton, Ohio 
New York, N. Y. Application Feb. 3, ao a9 

1933. Serial No. 655,007. 8 Claims. (Cl. 6 =| ie 

_. «ia ee CONDENSING UNITS 
2,009,067. REFRIGERATING APPARA- oy [Ott a3 AND 

TUS. Clifford A. Mulholland, St. Louis, a } eres 

Mo. Application May 26, 1933. Serial No. Be eae COMPRESSORS 

is “oe en - E FOR HOUSEHOLD REFRIGERATION 


« 
* -T36a¢ 


2,009,246. REFRIGERATING APPARA- os 
TUS. John H. Ashbaugh, Longmeadow, 
Mass., assignor to Westinghouse Electric 
& Mfg. Co., a corporation of Pennsyl- 
vania. Application April 11, 1932. Serial 
No. 604,590. 3 Claims, (Cl. 62—116.) 


JOMOCO, INC. 


A SUBSIDIARY OF THE 


JOHNSON MOTOR CO. 
Waukegan, Ill. 


CABLE ADDRESS: TOMOLO.WAUKEGAN 


2,009,312. REFRIGERATING UNIT. 
Matthew Patrick Fugle, Chicago, IIL, 
assignor to Commercial Coil & Refrigera- 
tion Co., Chicago, Ill, a corporation of 
Illinois. Application Nov. 10, 1933. Serial 
Neo. 697,394. 24 Claims. (Cl. 62—101.) 


2,009,373. REFRIGERATION SYSTEM. 
Marion R. Moore, Atlanta, Ga., assignor H | 4 oe ELECTRIMATIC 
of one-third to C. L. Emerson, Fulton i = wen ¥ GUE ah FEET RES 
a he _ = ges js — M. 70 hE TEBE BD) MODULATING 
ackburn, Coweta County, Ga. Applica- 
ti July 24, 1934. Serial No. 736,798. 1 » id 
tion July’ 24, "1994. "Serial No i ss | WATER REGULATOR 
} J er 
LER For NOISELESS—TIGHT CLOSING 
METHYL Head Pressure Range 35-185 Ib. Ga. Std. 


Eastern Public Utilit Ales 
y ot es é SULPHUR Water Pressure Std. to 150 lb. Ga. 


Men Attend G-E Camp 2,909 ,373 2,008,715 FREON Operating Differential 15 Ibs. Ga. 
AMMONIA Sizes 36” to 3” std. female pipe threads 


CLEVELAND—First of two three- 


day summer camp conferences to be Hansen Appointed Sales G-E Markets Grinder THE ELECTRIMATIC CORP. 


Ireld for public utility officials was 
2100 INDIANA AVE., CHICAGO, ILL. 


held last week at Nela_ Park, Engineer for Insulite 

headquarters for the specialty appli- ay 

ance department of the General Elec- Insula ti on For aste F ood 

tric Co. Utility guests included oper- 

ating, merchandising, and advertising comes CLEVELAND—A new electrical de- KOCH COMMERCIAL 
executives. CHICAGO—C. W. Hansen has been | Vice which grinds waste foods and REFRIGERATOR CABINETS 


thereby eliminates the garbage can 
from the home has been announced 
by P. B. Zimmerman, manager of the 
specialty appliance department of 


The group meeting last week in- | appointed sales engineer in the cen- 
cluded men from the eastern states. | tral and western districts for the 
The second group, conprising those | Insulite Co. reports M. G. Jensen, 


All types and sizes'of heavily insulated 
refrigerators and display cases. 


from the western states, will meet | sales manager of the Insulite Co. 

Aug. 12 to 14, inclusive. Meetings are Mr. aheeae has been active in | General Electric Co. WANTED 

scheduled for the mornings, with | major construction projects in the The new unit will be manufactured Distributors and Sales Agents 

afternoons devoted to _ recreation. | dairy and cold storage field. at the company’s Fort Wayne, Ind., Atteactive eales seonssit s ood 
plant and it will be merchandised territories avelinthe. , ate 
through a new division of the spe- tures. Write for information, and submit 


cialty appliance department here. M. your qualifications. 


T. Bard, formerly of the department’s 


SERVICE OPERATIONS || <oxersitiivision tas‘been name ||| KOCH REFRIGERATORS 
manager of the new division. 


The device is installed beneath the North Kansas City, Mo. 
kitchen sink and can be attached to 


A SERIES OF LESSONS OUTLINED FOR THE USE OF THE SERVICE MANAGER existing sinks or sold in conjunction 
IN INSTRUCTING BEGINNERS IN SERVICE WORK with the G-E dishwasher-sink en- ATTENT vant REFRIGERATION DEALERS! 
semble. It grinds and pulpifies all 
waste foods, including citrus fruit In your next beer installation, try this cooler and 
you too will be convinced. 


skins, chicken bones, and chop bones, 
1. Insures not only customers, but also your 


No. 17—Cha i PY : Reduced to a-fine pulp, this waste , 
nging D r y Expansion Coil food is flushed by water and carried . ros acaba oa ae sachin sil ' 

; ; H away as part of the sewage stneam. ; erfect beer dispensing, without any serv Ss. 
(Brine Tank or Dir ect Expansion) The lh is a rugged heteanant 3. Not only cold, but carbonized ‘“‘live beer’. , 

‘ 4. No motors, no moving parts, easy to multiplex 


device. Its speed, with the centrifugal 


action, results in aerating the food without any extra controls. 


By K. M. Newcum 


solids. The aeration causes grease in 5. In case of mechanical trouble, no interruption 
REASON: the garbage to coagulate into com- of customers business, can be used with ice. 
pact particles and to pass through IT HAS EVERYTHING & THE PRICE IS RIGHT 
Same as Operation No. 16. the pipes without coating or clogging. ONE DRAW BEER COIL COMPANY 
PROCEDURE: Water used in the grinding and Manufacturers of all kinds of Liquid Coolers 
flushing process is almost negligible. 435 Colli ille A East St. Louis. Ill 
A. Proceed as in Operation No. 2. It is estimated by company engineers oe iniaenseastsinecathatspansiaeiian 
that in any normal community the 
B. Disconnect the liquid line from the expansion valve, inserting increase in the use of water because 1 
flare plug in opening and seal cap on alve fitting. of this device will amount to but 
plug p g d seal cap expansion valve ing 1 per cent. The grinder will operate BOUND VOLUMES 
C. Disconnect the suction line from the fitting on the coil, inserting not more than five minutes a day in | 
fl lus i : d seal — ; : il. the average family and its average | 
are plug in opening and seal cap on suction line fitting at coil saat af eemmaiian Ger teenth. Wik be or ELECTRIC REFRIGERATION NEWS | 
D. Loosen coil hanging bolts or supports and remove old coil. about one-half that required for oper- A limited number of recent volumes, ' are. available. Pach, of the oionieg 7 
ating an electric clock. volumes contains all weekly issues 0 ectric Refrigeration News issue urin 
E. Hang or place new coil and check with level. Direct expansion nd grinder is simple to operate. a period of four months. Stiff paper board covers. f 5 
coil should be level for the sake of appearance. Brine tank, must be Directly beneath the sink is a con- yor a H 4 y tty ae 1st (Serial — = as} 
level to prevent the brine from escaping in event the cap is, or becomes, on anton at te orinder Q json vo os - oe if = serial qos. = bo oan ) 
loove on the tank +] | ana the motor is started, It is sealed Vit. He —May ‘to “Rug. 3 1834 {Serial Now 367 to 34) ; 
F. Remove seal caps from expansion valve and suction line fittings against leakage and the grinding Vol. 14—Jan. 2 to April 24, 1935. (Serial Nos. 302 to 318.) 1 
on now ecll elements are made of carboloy, a Price $3.00 per volume, f.o.b. Detroit. Shipment will be made by express pr 
e metal next to a diamond in hardness. collect unless otherwise specified. Please send remittance with order. 5 
G. Remove flare plugs from liquid and suction lines. Examine the ag mew at pe ok a iy po gfe Electric Refrigeration News, 5229 Cass Ave., Detroit, Mich. * 
flares and if found to be damaged, make new flares before connecting lines. as a part of the outlet plumbing Ps 
1 I 
H. Call the instructor to check the condition of the flare nuts as th When not in use the hopper inlet is pe 
: Il the ins , ey covered by a perforated cap, leaving KR AMER UNIT COOLERS 
are sometimes split or cracked and should be replaced with new nuts. the sink bottom flush and in condi- 
I. Connect both the liquid and suction lines to their respective tion for ordinary use. 4 
aut S ohaien ' ” The unit is driven by a %-hp. anttrolide B 
ee oe electric motor, which takes current 52 
J. Purge both lines. Refer to Operation No. 6. oe the ordinary 110-volt house f FRE ON : 
circuit. 
K. Test for leaks. Refer to Operation No. 7 for sulphur dioxide, and or a 
ion No. 8 f thyl chloride. ‘ . 
Pea. et Larson’s Electrical Shop to | § Request Detailed N 
L. Check with instructor before putting job into operation. _ ° 
Pi pir tet “it Sell Frigidaires Information & Prices A 
M. After checking with instructor, open all valves to their respective a Units fally designed for 
operating positions and put compressor into operation. ORANGE COVE, yt ge TRENTON AUTO RADIATOR WORKS FREON eve mentfelded ead St 
. . . Electrical Shop has been appointed to - 
N. Cheek with instructse: handle Frigidaire’ electric refrigera- a Lay ota one ag provided with drier coil. Ww 


tors in Orange Cove and vicinity. 
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ELECTRIC REFRIGERATION NEWS, AUGUST 7, 1935 


rat? 
BUYER’S GUIDE 


MANUFACTURERS SPECIALIZING IN SERVICE 
TO THE REFRIGERATION INDUSTRY 


ee 
—— 


Refrigerator service men and dealers send for our 

catalogue No. 110 showing lowest net prices on 

thousands of parts and accessories for makes. 
te us on your letter head today. 


Te HARRY ALTER CO. 


1730S. MICHIGAN AVE, CHICAGO, ILL. U.S.A. 


7/8000 ITEMS FOR ALL MAKES 
“DOMESTIC COMMERCIAL AIR CONDITIONING 


REFRIGERATION PARTS 


— BIG, NEW | 
WHOLESALE. — 


REFRIGERATOR DT /, 
paATS Ano 
a 


AN OLD ESTABLISHED 
SUPPLY HOUSE 


Distributors for Nationall advertised 
refrigeration parts and supplies including 
such well known lines as— 


Imperial Tools, Tubing and Pittings 


WRITE FOR FREE CATALOG TODAY! 


Burstein-Applebee Company 


KANSAS CITY, MO. 


1012-I4¢ MEGEE ST. Dept. RS 


Big Specialized Refrigerator 
Parts Catalog lists complete line of Refrig- 


erators and hundreds of essential parts for all 
standard makes. Tubing, brass fittings, gaskets, thermostats, 
pressure gauges, valves, evaporators, expansion valves, filters, 
dehydrators, tools. Inspect our catalog listing everything at 
Lowest Wholesale Prices! Address Dept. ER-87. 


WHOLESALE RADIO SERVICE (): 


Main Of: € Wis te Aare sae 
100 SIXTH AVENUE.: NEW YORK. N.Y. 


CRORE. MY. 542 £.Ferdtom Re. [AGA 420 we rencatren $0 00 WE WARK, 14.910 Contvet dove. 


Group Subscription Rates 


EP maactATion 


©) ns oe 


The following special rates are for PAID-IN-ADVANCE subscriptions only in the 
United States and Possessions and Pan-American Postal Union Countries. Charge 
orders are billed at the single-subscription rate, regardless of number. Papers will 
be mailed to individual addresses. 


1935 Refrigeration Both Electric 

Electric Directory and Refrigeration News 

Refrigeration Market Data Book and Refrigeration 

News (weekly) (2 volumes) Directory 

oy re re $3.00 $5.00 $6.50 
A PR ok inn ed ascbaccs 2.75 4.50 6.50 
BO OF MOSS GO... cee ccccccccis 2.50 4.00 6.50 
ZO OF MOTE COC... .cccvicvcces 2.25 3.50 5.75 
GO OF MOPS GHOR. oc cicwccccsces » 2.00 8.00 5.00 
Te OP CROPS Gdisk icsesicics 1.75 2.50 4.25 
BOO OF WIPO GHODicccccccsccsric 1.50 2.00 3.50 

For All Other Countries (Except Canada) 
BR WUDROFADTION oo cei ciiccsicss $5.00 $6.00 $9.00 
a ag Serer ee 4.75 5.50 8.50 
ft £ fer ee 4.50 5.00 8.00 
rf eek! Serre eee 4.25 4.50 7.50 
fe OF “BN: GOI cis ck dncds codecs 4.00 4.00 7. 
Canadian Rates (including tariff of 5 cents per copy on the News) 

DOI. ba ako nsewcssesed $6.00 $6.00* $11.00* 
tf sk SO eee 5.75 5.50* 10.50* 
roe fl eee 5.50 5.00* 10.00* 
i. es Se er 5.25 4.50* 9.50* 
se eee 5.00 4.00* 9.00* 


*Canadian subscribers are required to pay a tariff and excise tax on the Directory 
and Market Data Book which amount to $2.59. These extra charges on books will 
be collected by the Canadian postoffice at the time of delivery. 


* . 
Subscription Order 
Business News Publishing Co. 
5229 Cass Ave., Detroit, Mich. EE Ee CEOS LUTTE CTCL Tee 
) Enter my subscription to Electric Refrigeration News for one year (52 issues). 
O Send the 1935 Refrigeration Directory and Market Data Book (2 volumes). 
O Enclosed find remittance. (See rates above.) 


es 


of 


PE SE. bcd acownnesccneesccedmaeeeevsdsece Se UU TRON. oii dc cvicawnses cer vivens 


Wow GOR SB ivis csdes divorces SE ED ccna Nis «006 Wedeein rin bainsess ubeadeavents 
(Please indicate other products or principal line of business.) 


Specifications Service 


No. 2887 (Dealer, California)—‘Is 
there a service that covers specifica- 
tions on all refrigerators that is kept 
up to date during the remaining 
months of the year that can be had 
in either pamphlet or book form?” 


Answer: Since 1932, detailed speci- 
fications of all models of all makes 
of household electric refrigerators 
have been published in special speci- 
fications issues of ELEcTRIC REFRIGERA- 
TION News during the spring or early 
summer. Usually there are not many 
changes in the equipment after that 
time, although all changes or addi- 
tions to the line are reported in the 
weekly issues of the News as they 
are made public. This information is 
not published in pamphlet form. 


Air-Conditioning Group 

No. 2888 (Manufacturers Associa- 
tion, Ohio)—“Can you tell me whether 
there is an active association of manu- 
facturers of air conditioning equip- 
ment? If there is one, can you give 
me the names of the executive of- 
ficers, and address of the headquar- 
ters office, 


“Surely the time has arrived for 
some definite action in disseminating 
information to the public fully ex- 
plaining what air conditioning actual- 
ly is. Also, certain negative trade 
practices have come to my attention 
which should be corrected without 
delay. 

“Perhaps you can also give me a 
complete list of companies in the air 
conditioning field, indicating which 
are the more important. 


Answer: The Air Conditioning Man- 
ufacturers Association has headquar- 
ters at 915 Southern Building, Wash- 
ington, D. C., in charge of W. B. 
Henderson, Executive Vice President. 

A complete list of manufacturers 
of all types of air-conditioning equip- 
ment is published in the 1935 Rerric- 
ERATION AND AIR CONDITIONING DIREC- 
TORY. 

Specifications of all leading makes 
of air-conditioning equipment using 
electric refrigeration were published 
in the May 22 issue of ELectric REFRic- 
ERATION NEWS. 


——. 


‘Service Dial’ Device 


No. 2889 (Manufacturer, England)— 
“I shall be very pleased if you will 
send me particulars of “Service Dial” 
device, as described and illustrated in 
June 19 issue of the ELeEctric REeEFriG- 
ERATION NEWS. 

Answer: Write Automatic Reclosing 
Circuit Breaker Co., Columbus, Ohio. 


Monthly Nema Sales 


No. 2390 (Advertising Agency, New 
York)—“We would like to have, be- 
ginning with August, 1933 and for 
each month following, to date, the 
information which you publish regu- 
larly, covering the following: 

1. Sales of electric refrigerators, re- 
ported by member companies of the 
Refrigeration Division of the National 
Electrical Manufacturers Association, 
including world sales in quantity and 
dollars, together with U. S. Summary, 
etc. 

2. Nema distribution of sales of 
electric refrigerators.” 

Answer: The information you re- 
qest is published in compact form in 
the 1935 REFRIGERATION AND AIR CONDI- 
TIONING MARKET Data BooK, 


Methyl Chloride 


No. 2891 (Manufacturer, Ohio)— 
“Will you kindly tell me the chemical 
formula for methyl chloride?” 

Answer: The chemical symbol for 
methyl chloride is CHs3Cl. It is 
obtained by the action of hydrochloric 
acid on methanol (methyl alcohol). 


Annual Sales Figures 


No. 2392 (Engineer, Illinois)—‘We 
are interested in determining the 
annual sales of mechanical refriger- 
ating units since 1930, including the 
first five months of 1935. 

“It is our understanding that you 
do not release such figures for in- 
dividual companies. If this is_ so, 
please give us the results in totals.” 

Answer: The 1935 REFRIGERATION 
AND AIR CONDITIONING MARKET DATA 
Book gives sales by states since 1930. 


Leak Detector Torch 


No. 2393 (Dealer, Iowa)—“Can you 
furnish us with the name and address 
of the manufacturer who produces a 
leak detector torch carrying the 
trade name ‘Justrite.’” 


Answer: Manufacturers of leak de- 
tector torches as listed in the 1935 
REFRIGERATION AND AIR CONDITIONING 
DIRECTORY are: 

Hull Torch Mfg. Co. 
439 S. Potomac, Hagerstown, Md. 
Turner Brass Works, Sycamore, II. 


Sales Figures for 1935 


No. 2394 (Statistician, New York)— 
“Will you please send us all-industry 
sales of electric refrigerators by 
months from January to June, 1935 
inclusive?” 

Answer: All-industry sales of elec- 
tric refrigerators by manufacturers to 
distributing outlets from January 
through June, 1935 are as follows: 
January, 103,500; February, 128,300; 
March, 228,100; April, 281,900; May, 
261,100; and June, 174,860. . 


Municipal Codes 


No. 2895 (Dealer, Iowa) — “The 
writer was delegated at a_ recent 
meeting of the personnel of our local 
Mechanical Refrigeration Industry to 
secure all possible information rela- 
tive to municipal ordinances and 
codes covering the installation and 
operation of mechanical refrigeration. 

“Can you furnish us with copies of 
codes or a list of the cities from 
which it would be possible to secure 
sample codes? 

“Your cooperation in this matter 
will be a substantial favor to both the 
writer and the refrigeration industry 
in this city.” 

Answer: The most recent and com- 
plete code covering installation and 
operation of mechanical refrigeration 
is one recently passed for New York 
City. This was published on page 16 
of the March 13, 1935, issue of 
ELECTRIC REFRIGERATION NEWS. 


List of Service Men 


No. 2396 (Parts Jobber, New York) 
—‘It is our understanding that you 
have available a list of dealers and 
service men at a price of $5.00. 

“Tf such a list is available we would 
appreciate your forwarding it to us 
at once and we will send check by 
return mail.” 

Answer: Published in the 1935 
REFRIGERATION AND AIR CONDITIONING 
Directory is a list of independent 
service men. This is a “checked” list, 
that is, it includes only the names 
of companies which we were sure 
were actively engaged in the service 
business at the time the DirRecTory 
was published. We have no published 
list of dealers. 


First Bancredit Corp. 


No. 2397 (Dealer, New York)—“I 
noticed in a recent issue of ELEctric 
REFRIGERATION NEws a statement con- 
cerning a program of the First Ban- 
credit Corp. who were establishing a 
36-month payment program in con- 
nection with its sales. 

“They gave the address as New 
York, but we are unable to locate 
them here. Will you be kind enough 
to advise where I can locate this 
company?” 

Answer: Main offices of the First 
Bancredit Corp. in the East are 
located in the Essex building, Newark, 
N. J., under the direction of C. A. 
Gunderson, vice president. 


Air Conditioner Makers 


No. 2398 (Dealer, New York)— 
“Would you please advise me if you 
have a list of air-conditioning appara- 
tus being manufactured for domestic 
use both with refrigeration and with- 
out. I would also appreciate a copy 
of your publication to see whether it 
will give us any information in our 
particular line.” 

Answer: Manufacturers: of air-con- 
ditioning products are listed in the 
1935 REFRIGERATION AND AIR CONDITION- 
ING Directory, which lists all manu- 
facturers of refrigeration and air- 
conditioning equipment, parts, and 
supplies. 

.The specifications of all leading 
makes of air-conditioning equipment 
employing electric refrigeration for 
cooling were published in the May 
22, 1935, issue of ELectric REFRIGERA- 
TION News. Back issues of the News 
are available at a cost of 10 cents 
each. 


Vegetable Binley Cases 


No. 2399 (Distributor, Missouri)— 
“We have several inquiries for vege- 
table display cases and unfortunately 
we do not know the names of the 
companies manufacturing these type 
of cases. 

“As you probably know, a mechan- 
ically refrigerated display case for 
vegetables is generally installed 
against a wall with glass service doors 
in the front. 

“We would appreciate it if you 
would send us the names and ad- 
dresses of companies manufacturing 
this type of case.” 

Answer: Try the following manu- 
facturers of refrigerated display 
cases: 

Allied Store Utilities Co. 
2401 N. Leffingwell Ave., St. Louis, Mo. 


The “D Cold” Refrigerator Co. 
Niles, Mich. 

Fogel Refrigerator Co. 

5i9 Bainbridge St., Philadelphia, Pa. 
Koch Butchers’ Supply Co. 

14th, Gentry & Howell Sts. 

North Kansas City, Mo. 

McCray Refrigerator Sales Corp. 
McCray Court, Kendallville, ind. 


' Puffer-Hubbard Mf 
260. 


& Co. 

1 32nd Ave., S., Minneapolis, Minn. 
Seeger Refrigerator Co. 
Arcade, Wells, & Whitehall, St. Paul, Minn. 


Weber Showcase & Fixture Co. 
5700 Avalon Blivd., Los Angeles, Calif. 


\ 


RATES: Fifty words or less, one inser- 
tion $2.00, additional words four cents 
each. Three insertions $5.00, additional 
words ten cents each. 

PAYMENT in advance is required for 
advertising in this column. 

REPLIES to advertisements with Box 
No. should be addressed to Electric 
Refrigeration News, 5229 Cass Ave., 
Detroit, Mich. 


POSITIONS AVAILABLE 


ADVERTISING Man Wanted. A _ lead- 
ing manufacturer wants an alert young 
advertising man with some knowledge 
of the marketing of air conditioning and 
commercial refrigeration, as assistant in 
advertising department. Not a “high 
powered” job, but a good opportunity 
for a promotion-minded young man who 
wants to go somewhere in this field. 
Write full particulars, including salary 
requirements. Box 716, Electric Refrig- 
eration News. 


COMMERCIAL Refrigeration Sales Engi- 
neer Wanted by Leading Manufacturer. 
The man we select must be able to 
estimate and specify equipment for his 
own jobs. He must be the type of sales- 
man who can contact and sell national 
users of commercial refrigeration and 
water coolers. We offer a complete ‘line, 
ample engineering and sales support, on 
a straight salary basis. Our own organi- 
zation knows of this advertisement. 
Interviews will be arranged on basis of 
your first letter, in which salary require- 
ments must be stated. Box 717, Electric 
Refrigeration News. 


POSITIONS WANTED 


ATTENTION Refrigeration Distributors 
and Dealers: Everybody everywhere is 
renovating and reorganizing—cutting ex- 
penses! You, too, are endeavoring to 
find means of lowering overhead and 
reducing all unnecessary expense. Those 
problematic red figures showing in the 
ledgers of your service operation month 
after month are a real menace and 
stumbling block. They remain unchanged. 
But they can be eliminated without 
impairing efficiency or income! Allow me 
to prove it? Eight years’ connection with 
largest distributorship of leading line, 
backed by years of actual experience and 
study in sales, service and maintenance 
departments are my qualifications, Box 
718, Electric Refrigeration News. 


FRANCHISES AVAILABLE 


DISTRIBUTORS; DEALERS. Buy fully 
reconditioned refrigerators as low as $25. 
Hundreds of nationally advertised electric 
refrigerators priced right for retail resale. 
Write for booklet containing specifications 
and prices for domestic and export trade. 
Our reputation in the trade is an assur- 
ance of A-1 merchandise. Look for our 
label ‘‘Remanufactured by Federal Re- 
frigerator Corp., 435 11th Ave., New York.” 


FRANCHISE WANTED 


COMMERCIAL REFRIGERATING 
EQUIPMENT: European manufacturer 
wants connection with compressor factory 
for delivery of bare two-cylinder com- 
pressors with flywheel, suction and dis- 
charge valves; condenser factory for 
delivery of different sizes air-cooled 
condensers for methyl chloride. Lowest 
quotations for shipments of 100 compres- 
sors with drawings and _ particulars. 
Box 692, Electric Refrigeration News. 


EQUIPMENT FOR SALE 


REBUILT Mayson expansion valves, $1.00. 
Rebuilt American Radiator expansion 
valves, $1.65. Ranco controls, all types, 
$1.95. Frigidaire and Kelvinator dry and 
flooded coils, $1.50 up. Rebuilt domestic 
and commercial units, $12.50 up; all sizes 
from % HP to 1% HP; thoroughly re- 
built, fully reconditioned. Federal Refrig- 
erator Corp., 437 11th Ave., New York. 


CABINETS—Household and commercial— 
new and factory seconds—high grade 
manufacturer—attractive prices—4, 5 and 
6 cu. ft. lacquer exterior—10, 12 and 15 cu. 
ft. all porcelain domestics—18 models 
commercial cabinets—immediate delivery— 
write or wire for literature and prices— 
Midwest Stamping & Enameling Company, 
Morrison, Illinois. 


ISOBUTANE: We offer purest and dryest 
Isobutane for the most exacting scientific 
purposes; in your 80 lb. cylinders at $0.75, 
in‘our 120 lb. cylinders, $0.70, in small lots 
at $1.00 per pound. The Standard Refrig- 
eration Co. of Pittsburgh, 1148 Dohrman 
St., McKees Rocks, Pa. 


HALECTRIC thermostat repair service. 
B & B, G.E., Cutler-Hammer, Penn, 
Ranco, Tag., etc. Expansion valves re- 
paired. Gas service, Ethyl, Methyl, Iso- 
Butane, Sulphur. Your cylinder or ours. 
Competitive prices. Halectric Laboratory, 
1793 Lakeview Road, Cleveland, Ohio. 


PATENTS 


HAVE YOUR patent work done by a 
specialist. I have had more than 25 years’ 
experience in refrigeration engineering. 
Prompt searches and reports. Reasonable 
fees. H. R. Van Deventer (ASRE), 
Patent Attorney, 342 Madison Avenue, 
New York City. 
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